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Alemite Vis 


I-Drum Equipment! 


Flexible Economical, Dependable / 


Now with Visi-Drum Portable Equipment you can display 
and sell your own brands of lubricant. That means your 
customers can see the attractive, colorful original drums 
featuring the brand name of your lubricant. 


Fully portable . . . these units will handle 100 lb. Eastern 
or Western drums. Economically-priced, they give you ab- 
solutely top value per dollar invested. 


And remember, Alemite’s built-in quality means lower 
maintenance costs—higher efficiency—longer life. You save 
man hours, dollars and lubricant. 


Yes, Alemite Visi-Drum units are a real asset to any 


lube department—large or small! Why don’t you see them 
today ? 


Only Visi-Drum portable equipment 
gives you all these plus features! 


Gear lube dispenser —air operated. Has volume type “Atomic” 
pump* for more rapid dispensing of gear lube. Automatic air elim- 
inator. 5 pint meter. Model 7091. 


Automatic transmission oil dispensers. Filtered delivery assures 
only clean, uncontaminated oil reaching transmission. Has built-in 
air eliminator. Meter registers in quarts. Model 7076. (Also Model 
7039 — to fit drum bung.) 


3 Geer lube dispenser —hand operated. This highly efficient unit 

comes complete with 5 pint meter and hose assembly. Air elimi- 
nator prevents pumping air through meter. Model 7092. 

4 Portable waste oil drein. Easily raised drain bow! is automatically 
held by friction lock at desired height. Strainer prevents loss of 
drain plugs. Model 7093. 

5 High pressure chassis lubricator—air operated. Sensational 


“Atomic” pump* handles any type of chassis lubricant. Complete 
with hose assembly and control valve. Model 7090. 


ALEMITE 


(mee 08 Mat. ore, 


1826 Diversey Parkway, Chicago 14, Illinois 








Powered by sensational 


‘Atomic’ pump 


nan eC AOE At 
Only pump on the market 
with Sealed-in Power Unit... 
unconditionally guaranteed for 27 months! 


Unmatched for dependable service, 
economy of operation, easy mainte- 
nance... Alemite’s new miracle 
“Atomic” Pump has been proved and 
approved in thousands of installations 
throughout the country. It’s factory- 
sealed, pre-lubricated. Positive-prim- 
ing, no air pockets, no adjustments. 

Backed not only by the famous 
Alemite name and reputation—but by 
a written “Guaranteed Performance” 
Policy. If for any reason this power- 
head fails to operate as specified, Ale- 
mite will replace it free as late as 27 
months after date of purchase. This 
means you won't spend one cent for 
motor repairs for over two years! 
Only Alemite would dare make such 
a guarantee ! 














WHY WE ARE PROUD OF WHAT WE HAVE 
ACCOMPLISHED 


PRIVATE OIL COMPANIES Pe carrar MEXICANOS 
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OPW has designed these liquids dispensing 
nozzles in a wide variety of sizes to assure 
you of having the right nozzle for a fast, 
fully-controlled, dependable operation re- 
gardiess ot the delivery condition. 


EACH engineered for high capacity, wide 
shut-off, with no product surge . . . ALL, for 


minimum weight, perfect balance, durability 
_ and long service life. 


Free Bulletin F-ONP describes OPW's complete 
line of Liquids Dispensing Nozzles. Write Today. 
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Petroleum 


Behind Our Headlines 


We spend lots of time and money 
on teletype and manpower to bring up- 
to-the-minute news to our readers. 
And we like to think that it helps our 
oil marketing friends operate more ef- 
ficiently. 


So we get a real kick out of fav- 
orable comment such as we found at 
the recent meeting of oil’s credit men. 


It seems that our prompt handling 
of the Bulldog Publishing Co. article 
(see NPN Oct. 14, p. 16) attracted a 
lot of attention. Since the article had 
to do with credit, among other things, 
we thought the men at the meeting 
right have additional news on Bulldog. 


Without exception, however, 
every man we met said that all he 
knew about the situation was what he 


learned either from Oilgram or NPN. * 
“1 Equipment 


And we've continued to report new 
developments in Bulldog’s activities as 
fast as they happen. 


Incidentally, several credit man- 
agers tell us they have decided that 
they do not want to wait several weeks 
to get a copy of NPN via company 
routing so have arranged for subscrip- 
tions to go to their home addresses. 


A number of those attending the 
meeting said they like NPN’s new 
format. How about you? 


If you have an opinion—pro or 
con—we would like to hear from you. 


AB) 
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Make your pails 
please your customers 


=e 


make if easy to 


La 


fill...protect...pour 


Tri-Sure* Container Closures prevent 
losses and build good will— because 
they protect your product, and make 
your containers easy to use and re-use. 
Tri-Sure Container Closures offer you 
a line of Screw Caps, Nozzles, Spouts 
and Assemblies that meet every re- 
quirement for the efficient handling 
of containers. 


Specify Tri-Sure Container Closures 
onevery order for shipping containers. 
They will help your selling—as well 
as your packaging. For details on the 
complete Tri-Sure line, write to us. 


Tri-Sure Container Closures comply with I. C. C. and C. R. C. specifications 
AMERICAN FLANGE & MANUFACTURING CO. INC. 
30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
Tri-Sure Products Limited, St. Catharines, Ontario, Can. 


*The Tri-Sure Trademark is a mark of relia- 
bility backed by over 30 years serving industry. 
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AHEAD OF THE NEWS 


Recapping Gains Ground—Sales of replacement tires 
by oil marketers may be affected next year by a growing 
demand for recapping. The rubber industry reports big 
sales of camelback the past year, with many new firms 
entering the recap business. This may be contributing to 
the fact that replacement passenger tire sales in 1953 were 
originally forecast at 49 million—but are now expected to 
total only 47 million. Recapping may cut into the estimated 
10% rise in replacement tire demand next year—unless 
tire makers prefer to introduce third line tires, rather than 
sell camelback for recapping. 


API Consignee Committee—Odds are that American 
Petroleum Institute’s Marketing Division will authorize an 
advisory commitiee for consignees. The matter is being 
considered, and appears to be favored because similar 
committees for jobbers and dealers have worked out well. 
These committees avoid taboo subjects like prices and 
margins, and concentrate instead on training and other 
business problems. Final action for or against the consignee 
committee is slated for the API Marketing Division meeting 
in Denver next May. 


Oil Heat Merger—National Assn. of Oil Heating Service 
Managers may merge with the Oil Heat Institute of Amer- 
ica. Those favoring the plan say the service managers would 
take to OHI a storehouse of specialist know-how. And 
within OHI, the managers group would grow faster—from 
a present membership of several hundred to a possible 
1,500. Under the plan up for OHI membership vote, the 
service managers would remain a unit as a division of OHI, 
and would be represented on the OHI board. To qualify 
for membership in the managers division, a man would 
need to be supervising at least two others in oil burner 
installation or servicing. 


Lube Sales Push—Jn the wind is a renewed drive by com- 
panies selling lubricating oils to increase their sales volume 
in the U. S. The companies are being crowded out of for- 
eign markets by the growth of foreign lube oil refining 
capacity. And they are facing up to the fact that lubes from 
overseas may eventually be seeking markets in the U. S. 
Most companies now feel that advertising to the consumer 
won't do the job alone, and that they will have to concen- 
trate on better selling techniques at the service station. 


Pine Line The oil industry’s lack of interest has 
not ended the possibility of a “super-inch” pipe line to the 
East Coast. The problem of such a line for wartime use is 
still being considered high in the government (by National 
Security Council among others). And Petroleum Adminis- 
tration for Defense is still talking with oil men about the 
line. The government’s present approach is to get as many 
suggestions as possible, before deciding what to do. 
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More Additive Competition—Du Pont's entry in the 
premium gasoline additive contest reportedly is “Ortho- 
leum”-162, aimed at combatting car preignition. The prod- 
uct is a phosphorus compound Du Pont has marketed as 
an anti-rust additive for oil products for a number of years. 


Garbagemen Too?—The oil industry may be faced with 
the problem of deciding whether service stations should 
become garbage-disposal centers for motorists. A recently 
organized group, Keep Our Roadsides Clean, Inc., is trying 
to get oil industry support for its campaign to beautify 
highways. It suggests that stations be equipped with paper 
bags or other containers that motorists could use for de- 
positing cans, bottles, and refuse—instead of throwing 
them along the road. The motorist would leave the con- 
tainer at the next station. Oil men, especially dealers, take 
a dim view of this. They point out stations already provide 
restrooms for the public. They see no reason why stations 
should also take on all the problems of sanitation in a 
garbage disposal business. To protect the oil industry’s 
interests, the American Petroleum Institute’s Division of 
Marketing has voted to name someone as a member of 
Keep Our Roadsides Clean, Inc. 


Safety Gasoline Nozzle—Underwriters Laboratories re- 
ports that makers of station gasoline nozzles may be able to 
come up with a nozzle that will “fail safe.” This means 
that when the automatic shut-off device in a nozzle fails, 
it will close and prevent spillage. The idea behind such a 
nozzle is to reduce fire hazard (although there are few fires 
from this source). But doing away with spillage would also 
improve motorist relations. 


Road Needs Grow—The need for the oil industry to 
work for better roads (so that demand for oil company 
products can expand) is underscored by a Bureau of Public 
Roads prediction: By 1960, about 44% of our heavy con- 
struction roads in service during 1950 will be worn out. 
Also unserviceable will be about 74% of the intermediate 
roads, and 90% of the roads of lightest construction. 


Texas Antitrust Delay—It will be at least March 3, 
1954, before the shooting starts again on gasoline antitrust 
charges against 10 major oil companies in Texas. That's 
the date now set by the Third Court of Civil Appeals, in 
Austin, for hearings in a case filed in 1949 by Texas Attor- 
ney General Price Daniel. He charged that the 10 com- 
panies broke antitrust laws by simultaneously raising tank 
wagon gasoline prices after OPA ended controls in 1946. 
A trial court has already held that the state failed to prove 
its charges. 


For more Ahead of the News > 
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HOW TO CUT 


A PIE! 


This pie knife cuts no ordinary pie! It’s designed to cut that big profit pie that 
represents the $13,000,000,000 motorists will spend at service stations this year. 
IT’S CAREFULLY CONSTRUCTED TO ASSURE CITIES SERVICE DEALERS OF 
A HANDSOME PIECE OF THIS JUICY PROFIT PIE...a bigger slice than ever 
before, carved out for them by the selling power of a well-rounded, hard-hitting 


Cities Service Advertising Campaign! 

And besides advertising that will con- 
stantly pull more heavy-spending motorists 
to his station, the Cities Service Dealer has, 
at all times, the enthusiastic cooperation of 
his company . . .eager and able to help with 
any local problems he may have. 

Sound, hard-selling advertising, company 
cooperation, and the finest automotive prod- 
they’ll all assure Cities Service Dealers of 
a top spot in that long line-up for profits. 


CITIES 


SERVICE 


QUALITY PETROLEUM PRODUCTS 
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AHEAD OF THE NEWS 





Jobber Supply Good—A leading Independent in Port- 
land, Ore., says he is now able to buy all the oil products 
he wants—at prices favorable to him. Having returned 
from a trip to San Francisco and Los Angeles, he reports 
getting a red-carpet reception at supplying company sales 
offices. When he was desperate for product a year ago, he 
was received politely, but given nothing. 


Motor Oil Opportunity—Many more sales are waiting 
for oil marketers who can capitalize on the fact that almost 
half of the cars on the road normally need at least one 
quart of make-up oil. This is shown by a recent major 
company survey, which also shows that only a few motor- 
ists change oil at less than 1,000 miles. About half of the 
motorists change at 1,000 to 1,500 miles, and the rest at 
more than 1,500 miles. 


Tax Bills Coming—It’s better than even money that there 
will be two (not one) tax bills introduced in Congress dur- 
ing the next session. One will be the so-called “monument” 
bill of House Ways and Means Committee’s Chairman 
Reed (R., N. Y.). This is the measure Rep. Reed reportedly 
wants to leave behind as the climactic point of his congres- 
sional service. It will deal mainly with the basic tax struc- 
ture and the correction of inequities. The second bill 
would cover the excise and corporate taxes due to expire, 
or to be reduced automatically, next April. Federal motor 
fuel taxes would be in this measure. 


ROK Wants Refinery—South Korea reportedly is push- 
ing a proposal for a refinery big enough to supply its 
domestic oil needs. But U. S. government officials and oil 
companies concerned with the Far East are said to feel 
there is enough refinery capacity in Japan, and Formosa 
to meet South Korean requirements. There is also the 
danger that any new refinery would be destroyed if the 
Korean war breaks out again. 


NPN Staff 


Natural Gasoline Future—Over-production and inflated 
inventories are hurting the natural gasoline industry, along 
with the rest of the oil industry. But most operators believe 
winter will ease the pressure. Colder weather will mean 
demand increases for LP-gas by consumers, and higher 
demand for natural gasoline by refiners blending it with 
motor fuel to increase volatility. However, isolated pre- 
dictions are being made that the natural gasoline industry 
is on the downgrade, because of limited demand by refiners. 
Some oil men say that unless refiners make real efforts to 
use more natural gasoline, some plants will have to close 
(and in turn, shut down natural gas and crude oil pro- 
duction). — 


Lube Plan Won‘t Work—Most oil companies doubt the 
Internal Combustion Engine Institute will ever succeed with 
its project.to compile a single lubrication list that would 
replace individual company lists. The feeling is the job is 
just too big to satisfy everyone. 


Tanker Mothballing—The government is planning to 
withdraw from peacetime duty all of its present 55 oil 
tankers. The plan calls for the retirement of four tankers 
a year for the next five years—if private industry builds 
new, larger tankers to replace them. Eight government- 
owned T-2 tankers are being withdrawn in the current fiscal 
year (ending June 30, 1954). They will be replaced by four 
privately owned tankers operating under five-year contracts 
with Military Sea Transportation Service. 


Iran Skies Brighter—Herbert Hoover, Jr., who has 
travelled to Iran to study the oil nationalization dispute, 
is “optimistic” about chances of a settlement. Mr. Hoover 
was given a fact-finding assignment, without the authority 
to negotiate a settlement. Secretary of State Dulles thinks 
proposed oil talks would have a better chance if Iran 
resumed diplomatic relations with Britain. 
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Every gallon saved by 
SUSTAINED METER ACCURACY 
saves the profit on several gallons sold 


Every gallon lost by inaccurate measurement . . . every dollar spent adjusting 
or servicing your meters . . . loses the profits on many gallons sold. With con- 
stantly shrinking margins, you no longer can make up these losses simply by 
boosting volume. Best way to hold the profit line is to select the meters with the 
finest record for sustained accuracy and low maintenance. Red Seals stand head 
and shoulders above all other meters . . . for tank trucks and bulk plants alike. 
Want proof? Keep your own accuracy and maintenance records. Ask the men 
who have worked with Red Seal meters . . . in your own company or your 
neighbors. 


Here’s more proof of sustained accuracy... 
things you can see with your eyes: 


e248 


Measuring chamber has “Capillary” seal Double-case design This patented ‘’Gear 
only one moving ele- a thin film of liquid eliminates distortion of Shifter’ firmly locks 
ment. No complicated + prevents wear be- measuring chamber calibration. Cannot 
mechanism to get out tween piston and cham- caused by pressure or drift or slip between 
of adjustment. Occa- ber. | is rigidly piping stresses. Pre- tests. Easy to adjust 
sional dirt won't dam- pone rom by sete vents binding and un- when required, but it's 
ege a Red Seal . machining even wear. seldom required. 
chamber is easy to re- constant through = 

move, easy to clean. accurate life. 


otecuraoy You Can Bank On 



































NEPTUNE METER COMPANY 


SO WEST SOth STREET © NEW YORK 20, N. YY. Branch Offices: 


ATLANTA + BOSTON + CHICAGO + DALLAS + DENVER 
NO. KANSAS CITY, MO. + LOS ANGELES + LOUISVILLE 
PORTLAND, ORE. + SAN FRANCISCO 

IN CANADA: NEPTUNE METERS LTD., 

1430 LAKESHORE RD., TORONTO 14, ONT. 
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WASHINGTON 


Labor Department Studying Complaints 


The Labor Department’s Wage and 
Hour Division in Washington is re- 
viewing its entire policy on the han- 
dling of local petroleum marketers 
under the Fair Labor Standards Act. 

The new outbreak of complaints 
from Texas jobbers prompted the re- 
view. As a result of requests for a 
definite departmental statement on the 
situation, Washington’sent for the field 
Office files on two specific cases. 

After they arrived, it was decided 
that the whole matter should be studied 
from a policy standpoint. It is being 
examined by the legal counsel’s office 
and others within the department. 

Out of this examination is expected 
to come answers to these questions: 

Is the policy laid down by former 
Labor Secretary Maurice J. Tobin still 
being followed? 

Is this the best policy and does it 
coincide with the general viewpoint of 
the present Administration? 

What changes, if any, should be 
made? 

The answers will be of considerable 
importance to the intrastate oil job- 
bers. On them probably will depend 
whether the National Oil Jobbers 
Council will renew its efforts to obtain 
legislative relief. 


Independents’ Role 


The role played by the smaller Inde- 
pendents in filling the military’s petro- 
leum needs will be stressed in a forth- 
coming industry advertisement to be 
printed in several national publica- 
tions. 

The ad will center on the activities 
of the Armed Services Petroleum Pur- 
chasing Agency. Not long ago, a simi- 
lar advertisement underscored «the 
strategic importance to the nation of 
the oil industry’s domestic pipe line 
system. 

If present thinking prevails, a key 
point of the advertisement will show 
that ASPPA buys not only from large, 
integrated oi] companies but does a 
big volume of business with the smaller 
firms. 

ASPPA actually is required by law 
to maintain a small business specialist 
on its staff. While the agency normally 
must depend on the majors for its 
bulk fuels purchases — particularly 
those destined for lifting in cargo lots 
to supply overseas needs—a consider- 
able part of its requirements for U. S. 
posts, camps, and stations is furnished 
by the Independent refiner or oil 
marketer. 


This is not always accomplished 
without criticism. For instance, ASPPA 
currently is receiving a number of 
complaints that it is unnecessarily 
overlooking the Independents and 
smaller firms in its purchases of jet 
fuel for domestic airbases. 


Hope Springs Eternal 

Maybe the recent elections are mak- 
ing the Democrats a bit cocky. 

Two old Office of Price Stabilization 
hands, which the oil industry grew to 
know quite well, sometimes to its sor- 
row, showed up in Washington re- 
cently, just a few days apart. They 
were former OPS Administrator 
Michael V. DiSalle and his one-time 
top aide, Edward F. Phelps, Jr. 

Since both supposedly were en- 
gaged in civilian pursuits far from the 
Potomac, Mr. DiSalle was asked 
whether a Democratic infiltration was 
in process. 

“Just scouting around,” he grinned. 


Financing Break 


One of the more encouraging devel- 
opments during the recent National 
Oil Jobbers Council meeting in Chi- 
cago were the reports from various 
sections of the country, particularly 
the Midwest and South, that some sup- 
pliers were giving their jobbers a better 
break on expansion financing. 

One of the sorer spots on the aver- 
age jobber’s aching economic body 
has been the problem of acquiring the 
cash for new facilities, equipment, 
storage, service stations, etc. Many 
quarrel with the attitude taken by 
some suppliers on the grounds that 
they tie the jobber up too tightly when 
underwriting his credit. 

This development apparently is not 
widespread yet but may be the fore- 
runner of a trend, NOJC officials hope. 


A Snowy Surprise 
Weather-conscious oil marketers in 
the Washington, D. C., area who de- 
pend too heavily on the official weather 
forecast got a big surprise the other 
day. The weatherman said that there 
would be no ground accumulation of 
snow. Instead, 7.5 in. were dumped on 
the city—and stayed there for a spell. 
Braced about it, the country’s top 
weatherman, F. W. Reichelderfer, ex- 


plained the complicated conditions ° 


leading to the forecast and maintained 
it was a good one “if you didn’t look 
out the window.” 


By NPN Washington Staff 
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At your age! 


If you are over 21 (or under 
101) it’s none too soon for 
you to follow the example of 
our hero, Ed Parmalee 
(above) and face the life- 
saving facts about cancer 
as presented in our new film 
“Man Alive!”. You’ll learn, 
too, that cancer is not un- 
like serious engine trouble 
—it usually gives you a 
warning: 

(1) any sore that does not 
heal (2) a lump or thicken- 
ing, in the breast or else- 
where (3) unusual bleeding 
or discharge (4) any change 
in a wart or mole (5) per- 
sistent indigestion or diffi- 
culty in swallowing (6) per- 
sistent hoarseness or cough 
(7) any change in normal 
bowel habits. While these 
may not always mean can- 
cer, any one of them should 
mean a visit to your doctor. 
Most cancers are curable but 
only if treated in time! 

You and Ed will also learn 
that until science finds a 
cure for all cancers your 
best “insurance” is a thor- 
ough health examination 
every year, no matter how 
well you may feel—twice a 
year if you are a man over 
45 or a woman over 35. 

For information on where 
you can see this film, call us 
or write to “Cancer” in care 
of your local Post Office. 


American 
Cancer 
Society 





Distillate Stocks Soar Higher 


Distillate fuel oil stoeks were 
still in the week ended 
Nov. 7. In fact, it almost sounds 
like the record is stuck because 
this is the ninth straight week in 
which inventories have climbed 
to a new high. 


Light fuel ofl stocks reached 135,- 
873,000 bbl. in week ended Nov. 7, a 
gain of 1,242,000 bbl. over the previ- 
ous week’s all-time high. This is re- 
ported in the American Petroleum In- 
stitute’s statistical bulletin. 

Kerosine stocks showed a 385,000- 
bbl. decline from the record reached 
in the week ended Oct. 31. Residual 
inventories also were down, while 
gasoline stocks increased. 


On the refinery production side, 
residual was the only major product to 
show a gain in output. Average crude 
runs to stills were up 95,000 b/d (see 
summary table on this page). 

Crude oil and condensate production 
averaged 6,130,000 b/d, up 102,400 
b/d from the previous week. 

Lube Stocks—Inventories of bright 
stock in September were substantially 
higher while neutral stocks were much 
lower in the Midwest. These facts are 
reperted by the Western Petroleum 
Refiners Assn. in its summary of oper- 
ations of 12 midwestern lubricating oil 
manufacturers. 


Compared with the end of August, 
total bright stock inventories on Sept. 
30 were up 40,892 bbl., with solvent 
refined inventories increasing 29,904 
bbl. Total viscous neutral stocks drop- 
ped 47,569 bbl. with inventories of 
solvent refined oils off 40,144 bbl. 


Comparison of September and Au- 
gust, 1953, and September, 1952, in- 
ventories follows (figures in bbl.) : 


1953 1953 1952 
Sept. August Sept. 


329,967 289,075 384,416 
251,485 221,581 306,728 


389,822 537,391 662,127 
369,960 410,104 536,208 
112,981 87,585 130,027 
17,152 18,495 37,101 
. 514,651 521,221 451,370 


Paraffin oils _... 
Steam refined stock 
Blended oils .... 


from the previous week, according to 
an API report. 

East of California imports dropped 
146,700 b/d, and California imports 
decreased 6,700 b/d. Breakdown fol- 
lows: 


Week Week 4 Weeks 

Ended [Ended Ended 

Nov.7 Oct.31 Nov.7 
(bbis per day) 

East of California: 
Crude oil 496,600 
Residual 

fuel oil 
Distillate 

fuel oil 
Asphalt 
Others 


606,500 558,300 


344,300 381,600 322,800 
5,000 
7,300 
8,800 


11,400 6,600 
3,700 


9,200 13,500 





Total 862,000 1,008,700 904,900 


California: 


Crude oil 
Others 


74,400 81,100* 60,400 





Total 


United States: 
Crude oil 571,000 


Others 365,400 
Total U.S. 


Imports 


74,400 81,100* 60,400 


687,600* 618,700 
402,200 346,600 





936,400 1,089,800* 965,300 
* Revised. 


Meanwhile, steadily increasing pro- 
duction is expected to bring total ex- 
ports of oil from Iraq’s 18-month-old 
Zubair oil field to 5 million tons (about 
37,220,000 bbl.) by the end of this 
year. Present rate of shipment, 3 mil- 
lion tons a year (about 611,800 b/d), 
is expected to be increased to 8 million 
tons a year (about 1,631,500 b/d) by 
the end of 1955. 

Italy Buys Lubes—lItalian authori- 
ties have approved the import of 2,406 


tons of lubricating and white oils for 
transformers. Imports will be made 
from the U. S. 


Tennessee ‘Specs’ Changed—A major 
change in Tennessee’s gasoline spe- 
cifications is set forth in the new 
regulations for volatile, flammable 
liquids filed with the secretary of 
state by Z. D. Atkins, state finance 
and taxation commission. The speci- 
fications set a maximum vapor pres- 
sure at 100 deg. Fahrenheit not to 
exceed 1244 pounds per square inch. 
An additional allowance of one pound 
per square inch is made when samples 
are taken at the refinery, or from 
tank cars, barges, or bulk storage. 
Sulfur content is not to exceed 0.25%. 
ASTM designations are specified for 
making the various tests. 


McBride Output Up—Crude Process- 
ing capacity of H. L. McBride’s Port 
Fuel Co. plant in Port Brownsville, 
Tex., will be increased soon from 
7,500 b/d to 20,000 b/d, as part of a 
$5,000,000 plant expansion, reorgani- 
zation and oil-gas development pro- 
gram. Mr. McBride will also spend 
$2,500,000 to intensify and expand de- 
velopment of his oil and gas properties. 


Old Dutch Plant Leased—Old Dutch 
Refining Co., Muskegon, Mich., has 
leased all of its facilities to Aurora 
Gasoline Co., Detroit, for a 10-year 
period which started Nov. 15. Included 
are the company’s 10,000-b/d refinery, 
marine terminals at North Muskegon 
and Milwaukee, a crude oil terminal at 
East Chicago and a lake tanker. Au- 
rora’s refining capacity is increased 
from 40,000 to 50,000 b/d and its 
operating and marketing territory ex- 
tended to Wisconsin. Old Dutch is one 
of the oldest independents in Mich- 
igan. 





Summary of API Report on Refining Operations 
(U. S. Totals—B. of M. Basis) 


Production 


Crude runs—daily avg. 
Foreign crude included 
Percent operated 
Gasoline 
Kerosine . ; 
Distillate fuel oil 
Residual fuel oil . 
Stocks 


23,552,000 


10,071,000 


Week 
Ended 
Nov. 7 


Week Increase 

Ended or 

Oct. 31 Decrease 
(thousands of bbls.) 


6,962,000 6,867,000 95,000 
651,000 601,000 50,000 
89.5 88.7 0.8 
23,713,000 161,000 
2,721,000 407,000 
10,173,000 102,000 
7,991,000 261,000 


2,314,000 


8,252,000 


Finished & unfinished gasoline . 
Kerosine a 

Distillate fuel oil 
Residual fuel oil 


. 143,732,000 
37,578,000 
135,873,000 

51,336,000 


364,000 
385,000 
1,242,000 
222,000 


Imports Drop—Total U. S. imports 
of crude oil and products for the week 
ended Nov. 7 were down 153,400 b/d 


37,963,000 
134,631,000 


+ 
143,368,000 .+- 
a 
51,558,000 — 
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Guardian 


SERVICE STATION LIGHTING 


the modern better lighting thes 
ATTRACTS TRAFFIC 


Guardian 


ives yoy More Light for the Money 





® greater Mumination— trouble-free 
® low installation and Upkeep cost 


® fully 8varanteed— oy °qvipment jj 
nderwriters’ Laborator; 





See the whole 


9reat Guardian line! 
Write for FREE 


Catalog No, 59 


Guardian Light Company 
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brass gate valves 











CRANE 


k NEW SHAPE... 
NEW STRENGTH 


for 3 All-Time CRANE favorites 


Here are valves that didn’t have to be changed . . . because each has 
long been the best in its class. But Crane found ways of improvement 
to give you an even better buy for your brass valve dollars. 

For example—here is greater strength, greater rigidity, made pos- 
sible by the new cylindrical upper body . . . the same basic shape as 
high-pressure steel valves. Here, too, is an improved stuffing box that 
screws into the bonnet—also better stem support to assure truer 
alignment and minimize wear on the packing. 

And not to be overlooked is their clean, modern appearance—a 
very desirable advantage for all of your “exposed’’ installations. 
Sizes 4 to 3 in. Ask your Crane Representative all about this im- 
proved brass valve line next time he calls. 


just off the press... 


new four-page folder with 
complete facts including sizes, 
prices and dimensions. Send 
for yours today. Ask for Brass 
Valve Folder AD1944, 


THE BETTER QUALITY...BIGGER VALUE LINS...IN BRASS, STEEL, IRON 


CRANE VALVES 


CRANE CO., General Offices: 836 S, Michigan Ave., Chicago 5, Illinois 
Branches and Wholesalers Serving All Industrial Areas 


VALVES -+- FITTINGS += PIPE - PLUMBING - HEATING 
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PUBLIC RELATIONS 


National Petroleum News 


November 18, 1953 


OIIC Expanding Program at Local Level 


The oil industry will step up its public relations campaign at 


the grass roots level in 1954. 


Money for an intensified program was put up last week at the 


annual API meeting in Chicago. 


The industry’s public relations 


agency—the Oil Industry In- 


formation Committee—asked for and got a record budget, topping 


$3,000,000 for the first time. 


Budget approval followed an appeal 
by Shell President H. S. M. Burns to 
oil men, urging them to let down their 
reserve and take the offensive against 
“our detractors.” Citing the widespread 
belief that the oil industry is a mo- 
nopoly as the big stumbling block, Mr. 
Burns labeled it a “myth,” and said 
oil men should and can explode it as 
“many myths have been exploded in 
the past.” 

Nearly half the budget will go for 
advertising ($1,504,740). This is prac- 
tically unchanged from last year. But 
the principal change is a 37% increase 
for the field organization which will 
have $782,448 compared with $570,- 
000 in 1953. 

Expansion and Wages—The field 
organization budget has been increased 
to engage four additional district rep- 
resentatives and clerical personnel to 
assist them. It wil lalso cover a 4% 
general salary increase, operating ex- 
penses of three regional supervisors, 
increased travel allowances and for 
West Coast and district contingency 
funds. 

It also includes $42,000 for local 
activities. The National Oil Jobbers 
Council had asked that $120,000 be 
allocated to spur local activities, but 
the request was not granted. 

Some Discontinued—Rural infor- 
mation appropriation, which has been 
eliminated, was set up in 1948 to sup- 
plement the general program. Now, 
however, it is felt that the over-all 
program and the work of the API 
agricultural advisory committee meet 
the needs of that phase. 

The women’s activities appropria- 
tion was made originally to organize 
a special program. Here, too, OIIC be- 
lieves the over-all program is now 
designed to reach that audience. 

The new appropriation for dealer 
activities—$15,000—ties in with the 


plan to emphasize field activities next 
year. 

The problem of mustering more 
public relations support from all mar- 
keting segments was an active topic 
at API. A committee to study ways 
and means of enlisting greater par- 
ticipation in API activities by market- 
ers was created by the API marketing 
committee. 


Here’s the way the budget looks: 


1954¢ 1953 Change 


Advertising $1,504,740 $1,505,880 —$1,140 
Art-writing 
services 
Education & 
youth 
Employ 
material 
Exhibits 
Film 
projects 250,000 
General produc- 
tion printing 85,000 
Oil Progress 
Week 
Press-radio- 
TV 5,000 
Rural infor- 
mation 
Survey- 
testing 
Dealer 
activities 
Women’s 
activities . 
Totals, mate- 
rial and 
activities $2,145,240 $2,105,105 
Field organi- 
zation 
National 
organization 295,353 


8,000 6,000 + 2,000 


122,500 125,000 — 2,500 
10,000 


10,000 


5,000 
5,000 


+ 10,000 
+ 5,000 


213,225 +36,775 
85,000 
75,000 75,000 
5,000 
15,000 
50,000 
+15,000 


10,000 —10,000 





$40,135 
782,448 570,000 +212,448 


291,321 + 4,032 





Totals $3,223,041 $2,966,426 $256,615 


The Front Line—One widely-sup- 
ported belief is that much headway in 
realizing public relations objectives can 
be made through marketers. A report 
stated that 60% of the public forms 
its opinions about the oil industry 
through its contact with marketers. 

A highlight of the API meeting was 
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the speech by Mr. Burns titled “The 
Myth of Monopoly.” Speaking as 
chairman of the API board of directors 
public relations committee, he said: 


“The fact that so many brands of 
petroleum products are available in 
every community of the United States 
and that there are so many rival claims 
for superiority . . . must in itself make 
any talk of monopoly in the oil busi- 
ness stand out as the fairy tale which 
it is.” 

A Hard Job—However, he said, the 
persistent belief has been difficult to 
dispel. 

“The API public relations program 
is designed to do this, and it is being 
carried out by many thousands of vol- 
unteer oilmen, in addition to the pro- 
fessional public relations staff,” said 
Mr. Burns. “We believe that the best 
means of gaining favorable public 
opinion about our industry is to tell 
the facts about our industry and to tell 
them through every medium at our dis- 
posal.” 

“One of the stumbling blocks which 
we have repeatedly run up against,” 
said Mr. Burns, “is that so many peo- 
ple turn a deaf ear to our story and 
brush it off saying ‘the oil industry 
is nothing but a big monomoly.’ That 
is why we consider it fundamental to 
our success that this myth of monopoly 
be dispelled, and dispelled quickly and 
effectively. 


“The idea that the public thinks the 
oil industry is a monopoly is, in my 
opinion, at the core of most of our 
troubles.” 


The Public’s Belief—Mr. Burns said 
a 1946 public survey showed that 39% 
of the responses expressed the belief 
that the oil industry is not a monopoly, 
and 47% in 1950. “This represents 
some progress but not nearly enough 
because it still shows that more than 
half the people are not convinced that 
the oil industry is not a monopoly,” 
said Mr. Burns. 


During the API meeting, OIIC is- 
sued a report on 1953 activities. It 
stated, “The effectiveness of program 
activities designed to carry messages 
of oil's progress to the general public 
increased markedly during 1953.” 
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5Ge NOES 


WAYS AND MEANS of getting greater participation by all 
marketing men in API activities was discussed by, clockwise 
from left: A. F. Reed, Lion Oil; L. W. Sweet, Pure Oil; Fred 
H. Meeder, Richfield of New York (partially hidden); un- 
identified observer; Herbert Willetts, Socony- Vacuum, chairman; 


Adam J. Rumoshosky, assistant director, API marketing divi- 
sion; Fred A. Bannerot, Jr., Elk Refining Co. (not visible) ; 
W. Turner Clack, H. Earl Clack Oil Co.; J. B. Fisher, Kendall 
Refining Co.; John H. White, Charleston, S. C., jobber; and 
Harry Kennedy, Continental Oil Co, 


API Attacks Oil Marketing Problems 


For the first time in its history, the American Petroleum Insti- 
tute’s Division of Marketing has openly recognized that serious oil 
marketing problems do exist and that measures must be taken to 


correct them. 


Top executives of the nation’s oil industry, both major and In- 
dependent, heard ringing declarations at the API’s annual meeting 
last week that conditions in marketing have deteriorated to the 


“eritical” point. 


The clamor to eliminate marketing 
evils came from all fronts—jobbers, 
dealers and major company represent- 
atives. 

Result: Formal approval by the 
API’s general committee of market- 
ing of a report from its Jobber Ad- 
visory Commitiee urging every sup- 
plier and marketer to re-examine his 
marketing practices and his conscience 
and “take appropriate action.” 

The report, presented by J. E. Dyer 
of Sinclair, jobber committee chair- 
man, explained that the committee 
desired to bring to the marketing di- 
’ vision’s attention the concern which 
jobbers feel over marketing conditions. 
This dissatisfaction had been expressed 
earlier at the committee meeting. (See 
NPN, Nov. 11, p. 20). 

Commenting on the jobber report, 
R. M. Bartlett, chairman of the mar- 
keting division and vice president of 
Gulf, said: 
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“Of course, we cannot write a blue- 
print of what should be done. But 
the Jobber Advisory Committee has 
proved to be a sounding board for 
the things that are bothering jobbers 
and other marketers. As a result, many 
of these problems were brought into 
the open and then directed to the 
attention of responsible people in the 
industry. 

“They (the jobbers) had their day 
in court, as they will in the future, 
and made the best of it. The results 
prove that much more can be ac- 
complished by getting together and 
talking things out than by a chip-on- 
the-shoulder attitude. I hope the com- 
mittee will continue to air all the 
problems that are bothering jobbers 
and I’m sure it will.” 

Mr. Dyer, in presenting the jobber 
report, stated: 

“Our committee cannot mastermind 
the situation or prescribe the precise 


remedies. As your advisory committee, 
we do, however, want to bring to your 
attention the tensions which exist ...” 

The committee meeting, he report- 
ed, was featured by “much lively 
and articulate discussion of conditions 
which in the opinion of many mem- 
bers of the committee have contrib- 
uted to a serious deterioration in 
supplier-jobber relations during the 
recent past.” 

In some areas, he said, marketing 
conditions and practices beyond the 
range of any jobber influence or con- 
trol have prejudiced the jobber’s posi- 
tion. 

Added Problems—tThere is a feel- 
ing, he continued, that matters of 
public interest, such as recent con- 
gressional price hearings and inter- 
national cartel charges have placed 
the jobber and his dealers at a double 
disadvantage. 

This is true because jobbers and 
dealers are “considered by the public 
jointly responsible for creating the 
conditions and at the same time are 
without the knowledge and informa- 
tion to explain the situation in their 
own or the industry’s interest.” 

“There is no lack of good will or 
desire on the part of jobbers to co- 
operate in industry programs and they 
want to be constructive. But they in- 
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sist that under conditions developing 
today their suppliers and the industry 

reappraise marketing con- 
ditions and practices which are de- 
structive and where the burden on the 
jobber is disproportionate,” the report 
declared. 


The committee also noted there 
were many expressions indicating job- 
ber concern over some aspects of the 
Oil Industry Information Committee. 
The report suggested that OIIC be 
requested to inquire into the matter 
of communications so far as jobbers 
are concerned “to the end that we 
can continue to have in an increasing 
degree the informed and enthusiastic 
participation of jobbers in industry 
public relations programs.” 

Major company representatives tak- 
ing cognizance of today’s marketing 
conditions were A. W. Peake, presi- 
dent of Indiana Standard, (See partial 
text, p. 16), and A. A. Stambaugh, 
chairman of the board of Standard 
Oil Co. of Ohio. 


The Stable Market—Addressing the 
Division of Transportation, Mr. Stam- 
baugh declared that stability in pe- 
troleum marketing is essential if waste 
is to be avoided and if the public 
is to be served. 

“Market stability need not be based 
on any sort of collusion,” Mr. Stam- 
baugh said. “It can grow out of a 
general understanding on the part of 
the members of an industry of the 
nature of competition.” 

Competition itself injures few, Mr. 
Stambaugh said, but “abuses that 
sometimes are confused with compe- 
tition may needlessly injure many.” 

“No matter how aggressive a mar- 
keter elects to be, he should not un- 
necessarily throw his weight around 
without purpose, to the injury of him- 
self and everyone else. 

“Markets don’t scare,” Mr. Stam- 
baugh said, “and no one can drive a 
competitor out of business with the 
hope of securing the market to him- 
self. Realistic marketers do not charge 
prices that are so inordinately high 
that they invite new and unneeded 
outlets which are crushed when the 
inevitable crash develops.” 

Stability of market is socially de- 
sirable, he maintained, “especially 
when it can be achieved without cost 
to the consumer in the long run.” 


The Dealer’s Side — Dealer views 
were expressed by H. A. Inness Brown, 
editor and publisher of The Gaso- 
line Retailer, in a speech to the mar- 
keting division, and by members of 
the Service Station Advisory Com- 
mittee. 

Mr. Brown observed that anyone 


WILLIAM SCHIERHOLZ, East St. 
Louis jobber, listens intently as problems 
of Independent marketers get attention at 
a session of the API jobber advisory com- 
mittee 


analyzing conditions at service sta- 
tions “might well be disturbed by 
what he finds.” 

The reason for this, he said, is that: 

Only about 38% of the service 
station dealers are making a reason- 
ably good living and are happy; 45% 
are just about breaking even and 13% 
“are losing their shirts and are about 
to fall by the wayside.” 

“He would also find that approxi- 
mately 30% of the operators of leased 
stations turn in their keys every year, 
and also that there is a 50% turnover 
in service station employes such as 
attendants and salesmen,” he said. 

“It is not a pretty picture. It is to 
my mind the greatest problem which 
you as marketing men have to solve 
—and it isn’t an easy one. For in 
trying to solve it you will run head 
on into the antitrust laws, into myriad 
types of competition and into the 
ignorance of general business prin- 
ciples on the part of the great mass 
of the retailers concerned.” 

Long Leases Urged—Dealer mem- 
bers of the Service Station Advisory 
Committee proposed that the com- 
mittee endorse the “principle” of 
longer-term leases as one means of 
giving retailers greater security. But 
C. Z. Hardwick of Ohio Oil, com- 
mittee chairntan, ruled on the advice 
of legal counsel that the action was 
beyond the scope of the committee’s 
charter. 

The marketing committee took 
three steps, however, to help dealers 
improve their operations. It approved: 

1. The drafting of a simplified ac- 
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ting system for wo vk by the 
APT's & es Canad 

2. A comprehensive er ape of service 
station profits and costs by the Mar- 
keting Research Committee. 

3. A program to upgrade the caliber 
of dealers by having station manage- 
ment courses taught in public high 
schools throughout the nation. 

In other actions, the marketing di- 
vision: 

—Appropriated $7,500 to be used 
by the Marketing Research Commit- 
tee for analyzing information gathered 
by the Bureau of Standards in 1950 
on consumer buying habits. The data 
could give the industry information 
on such matters as buying habits of 
various income levels at service sta- 
tions, travel habits, potentials for two- 
car and three-car families, and the 
effect of toll roads on travel habits 
of various income groups. 

—Rejected a proposal that the mar- 
keting division hold annual district 
meetings in various sections of the 
country. Instead, the marketing group 
established a service bureau to furnish 
qualified speakers for industry meet- 
ings, including jobber, dealer and 
other association conventions. 

—Created a permanent committee 
to propose ways and means of getting 
greater participation of all marketing 
men in API activities. 





On the Cover 


Pictures on this week’s cover 
show API men working toward 
solutions of oil marketing prob- 
lems. Upper left photo shows 
Shell President H. S. M. Burns, 
chairman of the API Board's 
Public Relations Committee, 
speaking on “The Myth of Mo- 
nopoly.” 

At the upper right is Gulf 
Oil’s R. M. Bartlett, API mar- 
keting vice president, presiding 
over a business session of the 
API Marketing Division. 

Lower left picture shows a 
meeting of the Marketing Divi- 
sion’s Personnel Training Com- 
mittee. From left to right are 
Standard of California’s E. J. 
McClanahan, presiding; Pure 
Oil's W. A. Marquam; and 
Adrian M. Ogle, of National 
Congress of Petroleum Retail- 
ers. 


Lower right picture shows 
Independent and major market- 
ers at a session of the API Job- 
ber Advisory Committee. In 
center foreground: Otis Ellis, of 
National Oil Jobbers Council. 
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INDIANA STANDARD'S PEAKE—Because hot competition is back . . . 


Oil Marketing Faces a Challenge 


Some sound advice for petroleum marketers, big and little, came 
last week from A. W. Peake, president of Indiana Standard. 


It was that all of them had better take a good, close look at 
their particular marketing operation and then concentrate on doing a 


profitable selling job. 
Mr. Peake’s reasoning: 


The shift to a buyer’s market has moved the marketing economy 
into a critical era where “just distributing products” no longer will 
suffice to show a profit on the books. 


Marketers from all over the country, attending the annual API 
meeting in Chicago, heard the Indiana company’s president as he 


said: 


Marketing has always been an ex- 
citing and exacting business, because 
it is the point where the forces of com- 
petition are most keenly felt. It is 
going to become more exciting and 
more exacting. 

We are on the threshold of a new 
era in our industry—an era in which 
scientific marketing will be of primary 
importance. The change from a seller’s 
to a buyer’s market has put it squarely 
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up to the marketer to perform a profit- 
able selling job instead of just dis- 
tributing products. 

There are three basic factors in 
the changing marketing picture. 


First, we are approaching a plateau 
where the demand curve for petroleum 
products will tend to flatten out. Fore- 
casts predict a continued growth in 
consumption, but it will be at a lesser 
rate. 


Second, foreign produced crude and 
refined products are pressing for an 
ever increasing proportion of the 
United States domestic market. 

Third, the industry is now maintain- 
ing, and will continue building in order 
to maintain (at government request), 
an excess producing and refining ca- 
pacity of no less than one million bar- 
rels a day. 

Balancing Supply and Demand— 
The problem of bringing supply and 
demand into balance, while maintain- 
ing surplus facilities for defense, is 
one of the major tasks we face in the 
industry. Supply at present is in excess 
of demand, and as a result the econ- 
omy in the marketing part of our bus- 
iness has become critical. Certainly 
we shall have to exercise wisdom and 
restraint and bring our best thoughts 
to the subject. 

Supplies are at an all-time high. 
This, coupled with the general eco- 
nomic picture and the fact that the de- 
mand curve for petroleum products 
tends toward flattening, adds up to a 
highly competitive situation. 
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Know your costs... 


If the forces of competition occa- 
sionally prove painful, such aches fall 
in the category of growing pains. For 
it is out of competition that growth 
comes. It forces us to be efficient. It 
forces us to develop greater product 
quality and better services. It forces 
us to new operating methods and de- 
vices, new ways of thinking and new 
ways of doing. 

The good marketer is reappraising 
his operations to see if they are geared 
to the times. 

Know Costs—One of the ways— 
and to my mind the most important 
way—of adjusting to a more competi- 
tive situation is to become acutely 
cost conscious. This means knowing to 
a fraction of a cent what our costs are 
on every gallon and pound we sell. 
It means planning and efficient opera- 
tion. It means knowing when to spend 
as well as when not to spend it. It 
means enlisting the help of all em- 
ployes in eliminating waste. 

Watch Salesmen—The second step 
is to appraise “selling” personnel. Are 
they men with ideas and initiative and 
loyalty? Are they men with the capac- 
ity to meet the new demands that will 
be forced upon them? Are they profit- 
minded? In a seller’s market such ques- 
tions may not loom so large. They are 
very important when the chips are 
down. 

Training—The third step is train- 
ing. Regardless of how good your em- 
ployes may be potentially, their talents 


Study the customer. . . 


need to be developed. So training of 
personnel takes on increased import- 
ance. Employes must be given “know- 
how” and “know-why” so that they 
may function more efficiently. 

The fourth step is the application of 
the scientific approach to marketing. 
As the customer takes on increased 
importance, so do marketing research 
techniques. What influences people to 
buy and what keeps them coming back 
are matters to which the efficient 
marketer will direct more and more 
attention. Among other things, market 
research can help you to determine 
whether a location is a sound place for 
building a service station; it can meas- 
ure the effectiveness of your advertis- 
ing, and it can help you to find out 
the kind of service that customers 
want. From here on out we must rely 
on facts—not fancy—not opinions or 
guesses. Refusing to face economic 
facts can have grave consequences. 


The fifth area for improvement is 
within the realm of administration. 
Are your procedures as streamlined as 
they might be? Is decision-making too 
far removed from the point where in- 
formation originates? The answers to 
these questions will have important 
bearing on your effectiveness as a 
marketer. 

In addition to these general prin- 
ciples, there is another element essen- 
tial for efficient marketing. For want 
of a better term, we might call it 
“economic savvy.” It adds up to know- 
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Price for profit .. . 


ing the economic score, and planning 
accordingly. Good economic horse 
sense will enable you to keep your 
sights set on your fundamental goal 
no matter what pressures or situations 
develop. 


That fundamental goal is one we all 
share—making a profit. We have a 
profit-incentive system that spurs us 
on to work harder and accomplish 
more. As a result, everyone benefits. 
It is not too much to say that profit 
dollars are progress dollars. We have 
financed the greater share of our in- 
dustry expansion out of profits, creat- 
ing more jobs, better products and bet- 
ter conditions generally in the process. 
Any business worth its salt must make 
a profit or quit. But what are profits? 
Profits are compensations for the risks 
in business, and the ability to make a 
fair profit must always be the prime 
credential of good management... . 
The petroleum industry, more than 
ever before, needs to stress profit- 
mindedness. In oil marketing, particu- 
larly, profit-mindedness is essential. 


Fair Profit—The courage to call for 
an adequate price which permits a 
fair profit is a part of sound selling. 
. . » Market position gained at the ex- 
pense of profits is meaningless. In the 
long run it can only be gained and 
maintained by sound business practice, 
and sound business practice demands 
that there be adequate earnings. Only 
by operating at an adequate profit do 
you develop a sound basis for growth. 
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McKay Tells Industry to Get Out and Sell 


The oil industry’s troubles with oversupply are not unique. 


Other industries also must wake up to the fact that, for the first 
time in many, many years, they have competition—real, stiff compe- 
tition—to contend with, and some intense selling and cost cutting is 


in order. 


This was the philosophy laid out 
by Interior Secretary McKay as the 
annual meeting of the API came to 
a close in Chicago last week. His 
thoughts came to a session highlighted 
with oil industry concern over the 
need for real belt-tightening in the 
face of weakening markets—supply 
has been running ahead of demand. 

Mr. McKay said business has been 
having it too easy of late. They’ve 
almost forgotten about the days when 
Mr. McKay, as an automobile dealer, 
for example, had to fight for every 
penny and was more than happy to 
settle for a 3% return on investment. 

Although not in so many words, 
the same advice came throughout the 
week from oil industry spokesmen— 
i.e., wake up to the fact that the in- 
dustry has moved from a seller’s to 
a buyer’s market. Bordering on the 
problem, of course, were such related 
items as imports, competing fuels, etc. 

Here were some of the specific 
ideas expressed, including an elabora- 
tion of Mr. McKay’s views on imports: 

W. L. Davidson, Atomic Energy 
Commission—Atomic energy and pe- 
troleum will “complement” each other 
rather than compete in the years 
ahead. But these are the areas in 
which atomic competition with oil 
will come soonest: oil or gas fired- 
boilers for power plants, Diesel-pow- 
ered electric plants and the large prime 
movers (ships, large aircraft). 

Frank Porter, re-elected API presi- 
dent—There were many times when 
the oil supply situation “looked a lot 
worse than it does now and it always 
worked out all right.” A mild winter 
might complicate the situation but 
“it would seem that things could be 
brought back into balance within a 
reasonable length of time.” 

Fred Van Covern, head of API's 
Department of Statistics—Climbing 
oversupply has resulted in refinery 
cutbacks. Runs, east of California are 
about 88.6% of capacity, compared 
to 96% a year ago. They now average 
6,860,000 b/d as against more than 
7,000,000 b/d a few weeks ago. 

Reese H. Taylor, president, Union 
Oil Co. of California—The industry 
should do more research on: impact 
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of capital investment on the business 
cycle, application of higher mathe- 
matical techniques to daily operating 
problems, objective evaluation of new 
investment propositions and “input- 
output” studies tracing the actions of 
one industry on all others. 

John R. Suman, vice president, 
Standard Oil of New Jersey—Whether 
domestic production is up or down 
in any two or three months, or even 
in a single year as compared to 
another, is less significant than what 
the long-term trend shows is happen- 
ing to the domestic industry. Despite 
present worries, the U. S. oil industry 
is fundamentally healthy. 

Jersey Standard’s own crude oil 
imports have been substantially cut 
in the past 12 months, with domestic 
affiliates importing about 83,000 b/d 
now as against about 103,000 b/d a 
year ago—a 19% drop. At the present 
time, the ratio of the company’s crude 
imports to refinery runs is lower than 
it has been in any of the postwar 
years. 

Supplementation is consistent not 
only with the long-range preservation 
of national security, the interests of 
the American consumer and the sound 
growth of international trade but also 
with the welfare of the domestic in- 
dustry. 

Supplementary role of imports is 
evidenced by the fact that the domestic 
industry set an all-time record for 
production in 1951, topped it in 
1952, set a new record in 1953, and 
will probably hit still another in 1954. 

On the basis of the API-published 





New NPN Address 


NATIONAL PETROLEUM NEws 


is — its publishing head- 
quarters from Cleveland to New 
York City, effective Nov. 30. 
Readers should direct all cor- 
respondence after Nov. 25 to 
the new NPN address: 


330 West 42nd Street 
New York 36, N. Y. 


The new NPN telephone num- 
ber will be Longacre 4-3000. 











Swearingen study, it appears that at 
some time in the future the ratio of 
crude imports to domestic production 
may very likely have to rise. Even 
with such a rise, if and when it does 
occur, the U. S. producer should find 
a ready market for all liquid hydro- 
carbons that he can produce. 


P. C. Spencer, president of Sinclair 
Refining Corp. and newly-elected 
chairman, API board of directors—I 
hope the problem of foreign and 
domestic oversupply can be handled 
by self-restraining and_ self-control 
within the industry and not by legis- 
lation. 

Excessive refinery runs could ruin 
our markets and ruin our price struc- 
ture. A cushion is needed for national 
security. But we don’t need to know 
how we are going to handle it. It will 
involve co-operation in the industry 
and the government. But that we 
can’t do today the way the antitrust 
laws are. 


The oil industry is better under- 
stood as a result of the public rela- 
tions program. But, we have a long 
way to go. As for Iranian oil, the 
former 600,000 b/d output probably 
will be cut in two to start with, when 
it returns to the world market. 


Secretary McKay also declared that 
he will pass on to President Eisen- 
hower the industry recommendations 
on how long PAD should be con- 
tinued and what successor agency 
should be named, and that the gov- 
ernment will not interfere with in- 
dustry developments of “tidelands” 
oil resources. 

He warned oil men not to press 
for government action on imports in 
the current oversupply situation if 
they want to avoid government con- 
trol. Government “dictation” on such 
matters might endanger the ideal type 
of government-industry co-operation 
which has existed under PAW and 
PAD. 

The PAD has taken no action on 
oil imports because “it is our job to 
make certain there are enough prod- 
ucts available for all military and 
essential civilian demands,” Mr. 
McKay added. “It is not our job to 
do anything at all about any temporary 
dislocations on the market.” 

He hopes that the PAD or any 
other government agency never will 
be required to step in and try to 
dictate how the industry will operate. 
He. pointed out, however, that the 
Randall Commission has been set up 
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to study foreign economic policy and 
that petroleum “naturally” will be 
affected by it. “It seems to me only 
fitting to wait for the results of that 
study rather than now to press for spe- 
cial favors to any industry, petroleum 
among them,” he said. 


... in brief 


Natural Gas Gains Continue—Nat- 
ural gas companies got 1.1 million new 
residential customers in 1952, bring- 
ing the total to 22.6 million. Commer- 
cial consumers increased 0.2 million to 
a total of 1.9 million. Marketed pro- 
duction of natural gas in the U. S. last 
year was 8,003,309 million cu. ft., an 
increase of 545,950 million over 1951, 
with Texas, Louisiana and New Mex- 
ico leading the increase. The average 
value at point of consumption was 
33.2¢ per thousand cu. ft., 3.4¢ higher 
than in 1951. 

Oil Dividends Climb — Publicly-re- 
ported cash dividends paid by oil 
refiners (and integrated companies) 
reached $727,000,000 for the first 
nine months of 1953. 


TRANSPORTATION 


Pipe Line Transportation 
Of LP-Gas Seen Growing 


A greatly increased volume of pro- 
pane will be transported by long- 
distance products pipe line systems 
in the near future, the American 
Petroleum Institute was told last week. 
This view was expressed by Phillips 
Pipe Line Co. officialsk—J. W. Boyd, 
J. O. Richardson and D. A. Roach. 

Before this increased use of pipe 
lines for gas happens, however, two 
basic problems must be overcome: 

1. The high cost of conventional 
storage to the shipper. 

2. The need for economically main- 
taining critical specifications during 
pipe line transportation. 

Requirements of dryness, plus resi- 
due and oil stain tests are “that most 
critical part of pipe line handling,” 
the report stated. 

Concentrated Markets—The report 
emphasized that wholesale participa- 
tion of product pipe lines is not fore- 





P. C. Spencer, president, Sin- 
clair Oil Corp., was elected 
chairman of the American Pe- 
troleum Institute Board of Di- 
rectors at the Chicago conven- 
tion last week, succeeding L. S. 
Wescoat, president, Pure Oil Co. 

Charles S. Jones, president, 
Richfield Oil of Los Angeles, 
was elected vice president for 
transportation, succeeding Mr. 
Spencer. 

Officers re-elected were: 

Frank M. Porter, president; 
John G. Pew, Sun Oil, vice 
president for production; John 
W. Newton, Magnolia Oil, vice 
president for refining; R. M. 
Bartlett, Gulf Oil, vice presi- 
dent for marketing; B. Brewster 
Jennings, Socony - Vacuum, 
treasurer; and Lacey Walker, 
secretary and assistant treasurer. 

New board members elected 
for 1954 are: 

D. T. Staples, Tide Water As- 
sociated, Pacific Coast Produc- 
tion Group; C. E. Spahr, Stand- 
ard of Ohio, Pipe Line Trans- 
portation Group; Rodney S. 
Durkee, Lane-Wells, M. E. 
Montrose, Hughes Tool, and 
A. S. Knowles, Parkersburg 
Rig & Reel, Supply Group. 

C. M. Martin, Lion Oil, and 





P. C. Spencer Gets Top API Post 


Stanton K. Smith, Smith Oil and 
Refining, were elected members 
at large. 

New directors elected for two- 
year terms are: 

Harry W. Bass, H. W. Bass 
& Sons; Robert G. Dunlop, Sun 
Oil, and Charles Z. Hardwick, 
Ohio Oil. 

The board elected J. Ed War- 
ren, ex-Deputy Petroleum Ad- 
ministrator for Defense, to fill 
the unexpired term of the late 
E. B. Reeser. 

Resignation of B. I. Graves 
incident to his retirement from 
Tide Water Associated was de- 
clined. He will continue as a 
director in his personal capacity. 

The board accepted resigna- 
tions tendered by Robert H. 
Colley, Atlantic Refining, and 
William F. Humphrey, Tide 
Water, whose terms of office 
normally would not expire until 
the annual 1954 meeting. To 
fill these unexpired terms the 
board elected Dwight T. Colley, 
Atlantic, and Lloyd F. Bayer, 
Tide Water. 

Re-elected—aAll other mem- 
bers of the board whose terms 
expired as. of November, 1953, 
were re-elected for two-year 
terms. 
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seen in the growing pipe line dis- 
tribution of LP-gas. It is thought the 
call will go only to those systems 
which are geographically located to 
connect large sources of LP-gas with 
concentrated markets. 


As an example of the large growth 
in LP-gas demand, it was noted that 
internal combustion engines used 
28% more LP-gas in 1952 than in 
the previous year. 


API Wants Broader 
Highway Tax Base 


A recommendation for broadening 
the base of special state highway 
taxes was termed essential last week 
by the American Petroleum Insti- 
tute’s Board of Directors. 


In recommending the broader base, 
API noted that motor fuel is the 
only commercial product directly 
taxed for highway purposes and said, 
“the result is a tax rate so heavy in 
many states that it imposes an undue 
burden.” 


This was part of a report made 
by a special committee assigned to 
crystalize API views on highways. 
The report includes a number of sug- 
gestions designed to insure “an ade- 
quate and continuing program of 
highway development.” 


Included among these suggestions, 
the report: 


1. Opposes ton-mile and weight- 
distance taxes on motor vehicles, not- 
ing that these levies “do not meet 
the tests of either equity of assess- 
ment or economy of collection.” 

2. Favors constitutional amend- 
ments guaranteeing that all revenue 
from special state highway user taxes 
be used for highway purposes. 

3. Believes taxes on motor fuel and 
motor vehicle use should be reserved 
to states, but favors “a reasonable 
level of federal highway aid, paid 
from general tax sources of the na- 
tional government.” 

4. Recommends the taxpayer’s high- 
way needs be balanced with his ability 
and willingness to meet cost. 

5. Calls for a priority schedule of 
road improvements based on import- 
ance and urgency, on “first things 
first” basis. 

6. Favors “pay-as-you-go” policy 
of meeting highway costs from cur- 
rent revenue as a basis of “sound 
financial policy.” However, it ap- 
proves highway bond issues, surround- 
ed by proper safeguards, when cur- 
rent revenue is inadequate to provide 
urgently-needed facilities. 
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Pipe Line Construction 
Reported for 1953-54 


There are 4,172 miles of oil prod- 
uct pipe lines and 1,158 miles of 
crude oil lines scheduled for comple- 
tion in 1954, according to rapid tax 
write-offs cleared through PAD. 

Cost of the product lines will total 
almost $235,000,000, with crude 
lines reaching almost $119,000,000. 

For 1953, there are 3,500 miles of 
product lines completed or slated to 
be finished at a cost of $190,000,000. 
Totals for crude lines are 5,168 miles 
at $292,000,000. 

Largest of 42 crude lines to be 
completed in 1953 are the Lakehead 
Pipe Line Co.’s 643-mile line from 
Superior, Wis., to Sarnia, Ont.; Sin- 
clair Pipe Line Co.’s 666-mile line 
from Drumright, Okla., to East Chi- 
cago, Ind.; West Texas Gulf Pipe 
Line Co.’s 580-mile line from Color- 
ado City to Lucas and Longview, 
Tex.; and the Rancho Pipe Line Sys- 
tem from McCamey to Houston, Tex. 

Largest product line completed in 
1953 was that of the Buckeye Pipe 
Line Co. from Linden, N. J., to Allen- 
town, Pa., Syracuse and Caledonia, 
N. Y.—356 miles. Largest line still 
under construction is that of the Wol- 
verine Pipe Line Co. from East Chi- 
cago to Detroit and Toledo—300 
miles. 

Largest crude line slated for 1954 
completion is West Coast Pipeline 
Co.’s 1,030-mile line from Midland, 
Tex., to Norwalk, Calif., but con- 
struction has not been started, and 
may never be. The same situation per- 
tains to the largest products line slated 
for 1954, American Pipe Line Corp.'s 
1,910-mile line planned for Beau- 
mont, Tex., to Newark, N. J. 


... in brief 


ICC Delays Rate Rule — Interstate 
Commerce Commission has _post- 
poned until Nov. 25 its ruling that 
railroads must cancel their rate re- 
duction on refined petroleum prod- 
ucts from the Billings-Laurel, Mont., 
area to North Dakota and parts of 
Minnesota, Wisconsin and South Da- 
kota. The railroads contend they will 
lose $2.5 million annually if an oil 
products line is built in the area. They 
reduced rates to forestall construc- 
tion of a line from the Montana area 
to West Fargo, N. Dak. The ICC 
acted in response to a railroad peti- 
tion that the agency re-examine the 
situation. 
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ASSOCIATIONS 


Hadley Pessimistic 
On Jobber’s Future 


If any informed oil men were to 
express his real feelings in confidence— 
about the immediate oil marketing 
future—it is a “safe bet” that “he 
would tell us that we are treading a 
tight-rope and that we probably cannot 
hold our balance much longer,” says 
Joseph D. Hadley, executive secre- 
tary of the Michigan Petroleum Assn. 

“If we should ask him to explain,” 
says Mr. Hadley, “he would probably 
say that the market has been stable 
too long, and that he can feel the 
coming shock in his bones.” 

Change Factors—Mr. Hadley says 
the reasons an informed oil man 
might think this way are: 

1. There is an oversupply of gaso- 
line. 

2. Cut-raters are cutting too much 
and are taking too big a bite out of 
various markets. 

3. Suppliers are selling many deal- 
ers at jobber prices and dealers are 
using this price advantage in order 
to cut. 

4. Major suppliers are selling to 
private brand jobbers and dealers at 
exceedingly low rates thereby creating 

incentive to mark down 
prices. 

5. Some of the newcomers in the 
petroleum field are cutting prices in 
order to get a foothold, and once 
having a taste of big gallonage are 
reluctant to change. 

Price Consciousness—After observ- 
ing price disturbances in Michigan, 
Mr. Hadley says, “. . . it becomes more 

*and more apparent that the motoring 
public today is becoming more con- 
scious of price than of brand.” 

“If this is true,” he continues, 
“then it must be recognized that there 
is, from the public standpoint, a de- 
mand for sane price marketers. 


Hadlick Group Seeks 


Federal Intervention 


The National Oil Marketers Assn. 
at its Chicago meeting last week 
adopted a long list of resolutions, rang- 
ing from small business problems to 
depletion allowances. 

The association moved that: 

1. State proration laws be repealed 
and “true conservation” statutes be 
enacted. 

2. The oil and gas depletion al- 
lowance of 27.5% be repealed in 


place of a “true” depletion rule based 
on a “fair market value” of investment. 

3. A West Coast divorcement suit 
be pressed and the government file 
“additional suits against major in- 
tegrated oil companies in other parts 
of the country pursuant to the promise 
made” when the API suit was dis- 
missed. 

4. The government “expedite trial 
of the allegations against the interna- 
tional oil cartel.” 

5. Federal Trade Commission 
broaden its investigations into exclu- 
sive-dealing fuel oil and kerosine con- 
tracts. 

6. Excess profits tax exemption for 
small business be increased from $25,- 
000 to $100,000. 

7. Congress should remove the tax 
exemption enjoyed by co-operatives. 

8. The government should investi- 
gate underselling by majors of com- 
mercial accounts, unless alleged prac- 
tices are discontinued by major oil 
companies. 

9. Interior Department draw up 
engineering principles on conserva- 
tion, without regard to stocks, market 
demand or buying nominations. 

10. Wolverton Committee continue 
its investigation of the relationship of 
conservation laws to oil prices. 

11. Armed Services Petroleum Pur- 
chasing Agency install “a properly 
qualified” civilian to act as a small 
business specialist. 

12. States halt diversion of highway 
revenues to non-road use. 


EXPANSION 


Aero Oil Takes Over 
Third Atlantic Plant 


The continued expansion of Aero 
Oil Co., Atlantic Refining jobber in 
New Oxford, Pa., was pointed up last 
week by its leasing of another bulk 
plant from Atlantic, of 125,000-gal. 
capacity, in York, Pa. 

The transaction also completed At- 
lantic’s withdrawal from direct de- 
livery in the center of its distributor 
territory known as the “York-Adams 
marketing area.” 

Atlantic will continue to supply 
several service stations in York from 
its Mechanicsburg, Pa., pipe line 
terminal. 

The York bulk plant is the third 
Atlantic has turned over to Aero for 
operation on a long-term arrange- 
ment in the last few years. The others 
are at Hanover, also in York County, 
and Gettysburg, in Adams County. 

‘The three plants have a total ca- 
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00 00 
How to fit [© 
into your 
sales picture 


It’s a sure thing — Continental’s hand- 
somely lithographed “F” style cans will 
do wonders for your sales picture. As 
part of our Tailor-Made Package Serv- 
ice, we make these cans for liquid prod- 
ucts in many sizes and styles and deliver 
them when and where you want them. 
We make available skilled engineering 
and research on as large or small a scale 
as you like. In short, we treat you as if 
you were our only customer. Let us show 
you how Continental cans and Conti- 
nental service fit into your operations. 


CONTINENTAL CAN COMPANY 


Continental Can Building 
100 East 42nd Street, New York 17, N. Y. 


€ 


EASTERN DIVISION CENTRAL DIVISION PACIFIC DIVISION 
100 E. 42nd St., New York 17 135 Se. Lo Salle S$t., Chicago 3 = Russ Building, Son Francisco 4 
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Is This YOU? 


Many a petroleum supplier 
looks on the distributor 

as a “mechanical man” .. . 
who grinds out the gallonage. 
This cold, remote control 
doesn’t exist for Independent 
Richfield Distributors. 
Marketing exclusively through 

these Independents, Richfield 

knows its distributors 

not as robots, but as men. 

Think what this means! 

As a Richfield Distributor, 

you deal personally with 

petroleum experts who are 

acquainted with and actively interested in you and the business 
you run. It’s a unique spirit that has given rise to the 

saying “Richfield men act more like partners than suppliers.” 


a robot 


Moreover Richfield sees that its distributors enjoy 

the freedom of a franchised territory, the benefits of big-time 
advertising, the rewards of expert marketing know-how, 

and countless other advantages. 


If you feel you’re a mechanical man—contact Richfield today. 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
542 FIFTH AVENUE, NEW YORK 36, N. Y. 


Serving the Eastern Seaboard from Maine through the Carolinas 





EXPANSION 


pacity of about 350,000 gal., and 
serve some 75 gasoline outlets in 
addition to other reseller and domestic 
fuel oil accounts. 

Aero’s president is M. D. DeTar, 
former president of the Pennsylvania 
Petroleum Assn. 


FUEL OIL 


Degree Days Increase 
With Colder Weather 


Cold weather throughout the na- 
tion brought a sharp rise in the num- 
ber of degree days reported last week 
over the previous week in all areas. 

The three coldest cities last week 
were Buffalo, with 163 degree days, 
Toronto, 165, and Minneapolis, 179. 
Despite the cold weather, seasonal 
totals to date for 1953 show fewer 
degree days than normal or last year 
in all sections of the nation. 

With Seattle the only city reporting 
colder weather this season than last, 
the industry is having trouble work- 
ing off above-normal heating supplies. 


Week 
Nov. 1- 
Season Sept. 1-Nov.7 Nov. 7, 
1953 1952 Normal 1953 


530 504 123 

New York (a) 312 437 402 105 
Philadelphia (a) 270 396 345 109 
Washington .. 280* 428 398 124 
Average ... 333 448 412t 115 





East Coast 


628 699 163 

.. 409 578 139 

. 485 143 

523 157 

Toronto (a) .. 691 165 
Average ... 547 


536 

. 392° 

390 

oe 

Average ... 448 


West Coast 

San Fran- 
cisco (a) ... 

Seattle (a) ! 
Average ... 


342 74 
135 65t 50 
481 257 107 


- 392. © «328 243+ 86 
- 167 320 183t 79 


Degree days are on 65 deg. F. basis. 

(a) Readings at city offices. Readings in 
other cities taken at airport offices. 

* Includes weather bureau correction. 

+ Normals based on old normal figures. 
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NEOPRENE ADDS EXTRA LIFE | 
to tank truck hose... 


does not disintegrate in 
contact with oils, gasoline, 
kerosene, butane and 
most chemicals. Smooth 
and tough, the tube as- 
sures a fast flow rate... 
does not develop mushy 
spots that weaken hose. 

















NEOPRENE 
COVER 


can take severe flexing 
without cracking . . . re- 


sists sunlight, checking and 
weathering. The rugged 
cover withstands abro- 
sion, cutting and chipping 
from rough handling . . . 
retains these properties 
throughout a long service 
life. 














CARGO LOADING HOSE FUEL OIL HOSE CURB PUMP HOSE 
with smooth neoprene tube has fast flow with neoprene cover withstands dragging with neoprene cover and tube gives exceptional 
rate ... sets service records in handling over rough surfaces, even when wet with service. The smooth cover resists abrasion, 
oil products and many chemicals. oil. Neoprene tube resists the softening sunlight and thering . . . ins flexible, 
and swelling action of fuel oils. easy to handle. 





FLEET OWNERS depend on petroleum industry, neoprene Next time you order hose, make 
tank truck hose made with neo- _hose is contributing to efficient _ sure it’s built to last . . . with 
prene tube and cover for fast, operation and reduced costs. neoprene tube and cover. 
sure delivery of petroleum and 
chemical products. They know FREE! THE NEOPRENE NOTEBOOK 
that neoprene provides the rug- y F 1 P R F i, F Every issue contains illustrated case histories, in- 

‘. teresting stories, new applications of neoprene. | 
gedness needed for long service 


Clip and mail this coupon to E. |. du Pont de | " 
‘ . Nemours & Co. (Inc.), Rubber Chemicals Division | >| 
life under tough operating con- NP 11, Wilmingten 98, Delaware. ay 
ditions. 


The rubber made by 
Du Pont since 1932 





This confidence in neoprene 
is not restricted to tank truck 
operators. In every phase of the 

















November 18, 1953 + NATIONAL PETROLEUM NEWS 





GOVERNMENT 


Lawful Co-operation 
Is Oil Industry's Goal 


A national ways and means must 
be found for oil industry members 
to co-operate with each other in the 
national or public interest without be- 
coming law violators. 

So declared P. C. Spencer, presi- 
dent of Sinclair Oil Corp. and newly- 
elected American Petroleum Institute 
board chairman, at the API conven- 
tion’s general session in Chicago last 
week. 

As a start, he suggested the indus- 
try should follow through on two 
proposals he first made at the National 
Petroleum Assn. meeting in Cleve- 
land: 

_. 1. A revision and restatement of 
antitrust laws geared to modern-day 
realities. “As things stand now, it is 
very easy for one businessman who 


another, or with one department of 
government, to find himself branded 
as a monopolist or law violator by 
some other government department,” 
he asserted. “Those of you who recall 
the Madison cases will understand 
how this works.” 

2. A revision and restatement of 
U. S. foreign policy with respect to 
oil activities of U. S. nationals in 
foreign lands. 

Mr. Spencer emphasized that he 
wanted to make it clear that “these 
views are entirely my own and not 
statements on behalf of the APi, the 
American petroleum industry or even 
Sinclair Oil. 

“I know of no simple or easy solu- 
tion to the industry’s tasks of today 
and tomorrow,” he said. “There is 
no easy solution, but of this I am 
certain—each of us must be prepared 
to sacrifice a little of his own in- 
terests for the sake of the national 


share and carry his part of the com- 
mon burden.” 

He admitted he had no panacea 
to offer, but offered two courses the 
industry might pursue: 

“We might throw up our hands and 
submit to a program of government 
intervention, tariffs, quotas, controls, 
directives and subsidies,” or “put the 
problems and their solution in the 
hands of the industry. with freedom 
from all regulations save only that 
which is reasonable and required in 
the public interest.” 
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co-operates in the public interest with 


FUELS 


Gasoline Consumption by States, August, 1953t | 


(American Petroleum Institute) 


Month of. 
July 1953 August 1953 August 1952 
Gallons Gallons Gallons 


61,793 ,000 62 ,207 ,000 55 .718 ,000 
28 ,483 , 26 450, 25 , 734 ,000 
89 ,924 ,000 39,018, 36 341 ,000 
i, 
3, 








welfare. Each of us must bear his 





Tax Ratet 
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——8 Months Ending With—— 
August 1953 August 1952 % 
Gallons Gallons Change 


481 ,470 ,000 451 ,872 ,000 6 
220 207 ,970 ,000 
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Want to keep 
Winter from putting 


a “freeze” on 


se 
INLUCITE 21 
the multi-purpose grease 


that pumps freely 
at ZERO! 








Winter's severe temperatures cause no costly freeze- 
ups, no profit-robbing delays for service stations who use 
INLUCITE 21 to lubricate water pumps, universal joints, 
shackles, springs, wheel and other types of bearings. 


This free-flowing multi-purpose grease not only sim- 
plifies servicing, but is superior in any kind of weather to 
every specialized grease it replaces. 


User after user has found that INLUCITE 21 jumps profits 
two ways—through savings in inventory, man hours and prod- 
uct cost, through elimination of error, and by boosting the 
number of grease jobs done. 


INLUCITE 21 is the registered trade name of the original 
lithium-base grease made under our exclusive patents. 


INTERNATIONAL LUBRICANT 
CORPORATION 


New Orleans, Louisiana 


MANUFACTURERS OF QUALITY LUBRICANTS 
AVIATION @ INDUSTRIAL e AUTOMOTIVE @ MARINE 


WITH RESEARCH COMES QUALITY © WITH QUALITY COMES LEADERSHIP 
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LUBRICATION 


LUBE DISPENSING PROBLEMS held the attention of 
National Lubricating Grease Institute last month in Chicago. 
J. F. Carter, Aro Equipment Co., chairman of a symposium on 
the subject, looks on as a panel member answers a question 
from the floor. Posted behind each panel member were a series 


of placards giving the highlights of the presentation given by 
that panel member. Seated (left to right) are: J. M. Stokely, 
California Research Corp.; A. R. Boyer, Shell Oil; J. J. 
Gleason, Chrysler Corp.; J. Reinsma, Stewart-Warner Corp.; 
N. Marusov, Gulf Research and Development Co. 


Stations May Sell More—Better Lube Jobs 


Dispensing of multip 


By Holger Ridder, NPN Staff Writer 


ose automotive lubricants in service 


stations may become more efficient and less troublesome in the near 


future. 


Also, there may be more of these lubricants, and others, sold 
as a result of the analytical attention given to the selling and dispens- 
ing phases of lubrication last month by two different groups of oil 
industry lubrication men meeting in Chicago. 


Papers presented before the Na- 
tional Lubricating Grease Institute and 
Independent Oil Compounders Assn. 
focused industry attention on these 
points: 

—Producing lubricants which fill 

motorists’ needs and still are easily 

dispensed. 

—Improving lubrication equipment 

to simplify the service man’s job. 

—Convincing the automotive cus- 

tomer that he should buy more lube 

services and products. Accomplish 
this by visual and forceful selling. 

The Voice Under the Car —“With- 
out the man under the lift—nothing 
happens.” 

So stated A. R. Boyer, Shell Oil, be- 
fore the NLGI meeting. Thus he em- 
phasized the importance of the lube 
service man and suggested lube equip- 
ment manufacturers could help the 
26 


man under the lift by the following 
improvements: 
—Eliminate as many lube gun 
adapters as possible. The wide as- 
sortment of adapters now needed 
often leads to skipped fittings and 
lower lube job quality. 
—Rearrange and improve lube dis- 
pensing equipment to further sim- 
plify lubrication. 
—Develop a 360° swivel, with hy- 
draulic coupler made as a part of 
the high pressure control handle, 
using light weight materials. 
—Develop a high pressure control 
handle with positive control over 
high and low pressures. 
—Design a more adjustable adapter 
for the control handle. 
Mr. Boyer said Shell currently is 
developing a portable service unit for 
lube bays. Designed to “work with the 
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men under the lifts,” the unit contains 
compartments for lube diagram charts, 
TBA cross reference cards, illustrated 
service instructions, customer job tick- 
ets, credit invoices, writing materials, 
oilers, hand guns, seat and fender cov- 
ers, etc. 

The Vehicle Manufacturer's View- 
point—John J. Gleason, Chrysler 
Corp., said the car manufacturer’s pri- 
mary lubrication concern involved 
such things as: 

Over-lubrication of generators, uni- 
versal joints, wheel bearings, steering 
gear, etc.—all leading to premature 
failure, especially with electrical units; 

Lubrication of parts which require 
no lubrication, such as rubber bush- 
ings, sway bar rubber bushings, rear 
springs with inserts, etc.; 

Proper use of lube equipment in 
accordance with the purpose for which 
it was designed; 

Use of the proper lubricant, and 

The service man’s understanding of 
the car manufacturer's lubrication rec- 
ommendations. 

Mr. Gleason said protection of the 
car manufacturer’s product will help 
build prestige for service station people 
and lube manufacturers. A_ better 
knowledge of the manufacturer’s lube 
recommendations will eliminate con- 
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CROWN’S LITHOGRAPHED KITS 





ine a Magic Lift to SALES 


Crown lithography is outstanding! Your label 
design, dramatically reproduced in appeal- 
ing full color on Crown’s Steel Shipping 
Containers, sells your product all along the 


5-GALLON STEEL 
SHIPPING CONTAINERS 
Superior-quality construction to 
guarantee your product's reach- 
ing your customer in top con- 
dition. Wide variety of closures 


to fit your every need. 
Pails 


way to its destination . . . and at the point 
of ultimate sale! Ask a Crown Sales Repre- 
sentative to show you exciting samples of 
our recent work. 


Crom Can 


PHILADELPHIA 
Division of 


CROWN CORK & SEAL COMPANY 


(cy lame Laat Bahra Philadelphia, Chicago, Orlando, New York, Baltimore, St. Lovis, Boston 
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xe HEIL TRIPLE DISHED HEADS 


Heil’s continuous research with stress and 
strain gauges on a wide variety of head 
designs has resulted in a triple-dished head 
widely recognized as the strongest in the 
industry. The newly designed heads have 
three deep-dish contours, separated by two 
full-height, straight-edge surfaces to which 
closed box-section reinforcing channels are 
securely welded to make an unbelievably 
strong unit. Heads are triple-dished ond 
flanged in one forming operation. Finished 
heads are precisely identical in size and 
shape, assuring strong, straight, true tank 
structure. 


te VAPORPROOF RIGID METAL 
WIRING CONDUIT 


Vaporproof rigid metal wiring conduit and 
air lines lead from junction box along in- 
side of catwalk flashing and down through 
large diameter drain tubes to vaporproof 
light boxes. With air and electric lines at 
the top of the tank rather than underneath, 
they cannot be fouled or damaged by mud, 
snow, ice or road gravel. 


x MANHOLE COVERS 


Manhole covers are lightweight, non-break- 
able pressed steel, equipped with 10-inch 
hinged filler caps, vents, and all necessary 
safety features plus a highly desirable seif- 
locking latch. Cover is attached to manhole 
ting with non-sparking brass wing nuts. 


3% SMOOTH OUTER SHELL 


Smooth outer shell with no unsightly tie 
bands. Uniformity in die-pressed heads as- 
sures perfect fit and a straight, true, lead- 
free tank. Smort appearance spells success. 


ye LARGE, FAST-FLOW MANIFOLD 


Large, fast-flow manifold is the com- 
mon-header type. All piping is rugged 
thin wall steel tubing with wide radius 
bends for unrestricted flow. 


te EMERGENCY VALVES 


Emergency valves in each compartment 
meet all 1.C.C. requirements. Individual 
cable controls are front and side of 
tank. Fusible plugs in top of tank are 
located directly over emergency valves. 





%& MANY OTHER FEATURES - Bolted-on telescopic landing gear clears wheel plate is adjustable to seven positions and may even be reversed to 
mud, snow and ice; efficiently designed, job-tested tandem axle; fifth provide seven more kingpin positions. Ask about other important features. 











HEIL 


HERE’S Heil’s new profit-producer for the petroleum transport industry, the latest 
model in a 52 year record of pioneering in lightweight, maximum strength design. 
It’s weight-engineered, not just stripped, for hauling extra gallons of pay load 
instead of excess metal. It’s dynamically-designed for the greatest possible struc- 
tural strength . . . static and dynamic strain gauge tests under actual operating 
conditions show stress levels indicating amazing endurance and stamina. Drivers 
like the greater margin of safety and easy handling ... owners appreciate the long 
service life and freedom from maintenance as well as bonus pay loads on every trip. 

Heil’s new lightweight transports are available in 4000 to 8000 gallon capaci- 


ties. Write for complete details about the size “profit-engineered” for you. 


ihe 


Life 





























LUBRICATION 


fusion on everyone's part, particularly 
the customer. Part of the service man’s 
duty is to make cars safe by reporting 
to owners conditions as they are ob- 
served. 


The Grease Dispenser Maker’s task 
is that of designing equipment capable 
of delivering lubricant to the car. J. R. 
Reinsma, Stewart-Warner Corp., said 
two factors affect lube equipment de- 
sign: (1) bearing design, and (2) the 
grease used to lubricate these bearings. 

He pointed out that when the trend 
in grease went from fast flowing chas- 
sis grease to slow flowing multipurpose 
grease, the one disadvantage of mod- 
ern stationary lube dispensing systems 
cropped up. Most modern greases are 
harder to move through pipe and hose 
lines than their predecessors. This re- 
sults in excessive pressure line drop 
over a system. 


Mr. Reinsma said the situation is 
not without a bright spot. “In recent 
months one major . . . has introduced 
on the market a faster flowing, lower 
pressure drop, multipurpose grease.” 

The Grease Manufacturer—J. M. 
Stokely and R. T. Macdonald, Califor- 
nia Research Corp., posed the grease 
manufacturer’s problem this way: 

Greater ease of dispensing requires 
softer greases. Retention in bearings 
demands harder greases. Dispensing 
problems also are increased by grease 
additives. 

They said the use of % in. hose and 
fittings instead of “4 in. gives a marked 
reduction in pressure losses with over- 
head hose reel installations. Dispens- 
ing rate of oil-lubricated guns can be 
increased by a low-viscosity, low-pour 
oil, such as Automatic Transmission 
Fluid, Type “A.” 

The Stokely-Macdonald team 
summed up the grease maker’s view- 
points this way: 

There is conflict between those char- 
acteristics most desirable for best lu- 
brication performance and those for 
easiest dispensability. Compromises 
are necessary on penetration of the 
grease, viscosity, and viscosity index 
of the constituent mineral oil, and ad- 
ditives to secure optimum all-around 
performance. The pipe used to carry 
the grease from the gun to the point of 
application should be large enough in 
diameter to minimize high pressure 
drops. For winter operation, valve 
mechanism of air-operated power guns 
should be lubricated with arctic-type 
lubricants. 





outlined a proposed three-point meth- 
od designed to match grease properties 
with grease dispensing pump behavior. 
The proposal calls for: 

—Development of a method that 
equipment manufacturers can use to 
find the highest apparent viscosity their 
pumps can handle. 

—Standardize an applicable proce- 
dure by which the flow behavior of 
greases can be measured. 

—Develop a method by which both 
sets of laboratory information can be 
combined to permit predicting whether 
or not a certain lubricating grease and 
dispensing pump combination will be 
satisfactory at a specific temperature. 

The Lube Market—Viewing the lu- 
brication picture from the standpoint 
of sales, the Independent Oil Com- 
pounders Assn. heard L. S. McCal- 
lister, assistant sales manager, National 
Cash Register Co., say: 

_ People are instinctively. cautious; 
they do not like to change; they say 
no to a sales approach because they 
do not understand. People do not trade 
with you because they don’t know 
their needs, nor the benefits your prod- 
ucts provide. 

Up to now, he said, this has been a 
seller’s market . . . now it’s a buyer’s 
market. 


Salesmanship—cC. F. Niessen, assist- 





No Profit 


A. R. Boyer, Shell Oil, de- 
clares that at today’s costs, the 
average station dealer cannot 
stay in business and still price 
lube jobs at an average of $1.50 
per car. 











ant sales promotion manager, Mid- 
Continent Petroleum Corp., outlined 
six requisites of selling: 

Know your product; 

Create the need for that product; 

Present the product properly; 

Put action into the sale; 

Work hard for the sale; 

Proper sales preparation. 

As an example of creating need for 
a product, Mr. Niessen used an old 
tire. By demonstration he showed 40 
weak spots in the tire. To make a sale, 
he dramatizes the importance of those 
weak spots by saying that in every mile 
driven, the weak spots are exposed 
1,200 times. In a 40-mile trip, that tire 
represents 48,000 opportunities for a 
blowout and possible serious or tragic 
accident. 

A visual sales approach such as that, 
he said, usually results in a sale. The 
same can be applied to selling lubri- 
cants. 


Proof of Dirty Oil Sells Motorists 


Show 10 motorists the oil in 
their car contains harmful mat- 
ter and about seven of them‘will 
change oil voluntarily on the 
spot, without high pressure sell- 
ing or bargain prices. 


That’s what Arkansas Fuel Oil 
Corp., Shreveport, La., found when it 
set out to learn the answer to this 
question : 

“Does the knowledge that there is 


dirt in their car engines cause motor- 
ists to change the oil?” 

The survey revealed more than 
80% of the car owners will follow an 
oil change recommendation if they 
are shown that the oil in their car is 
dirty. It supports the philosophy that 
motorists can be made to WANT to 
buy oil changes. . 

How It Was Done—Dealers in eight 
service stations were asked by 
Arkansas Fuel to list customers who 
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A Possible Solution—N. Marusov, 
Gulf Research and Development Co., 
and a member of the NLGI Subcom- 
mittee on Lube Dispensing Equipment, 
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Traces of metal, sand and dirt were found in all tests. 
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HERE'S WHY SERVICE 
STATION PROFITS INCREASE 


with the New D-X Dealer 
Service Plan Profits Grow 
for 4 reasons ! 


1 With the D-X Dealer Service Plan you can 

* find those profit leaks and you can see how 

your profits can be greater than they are now. 

You can learn what D-X exclusive product ad- 

vantages can mean to you in terms of profits 

because you can see how other dealers’ sales 
have grown as they used the plan. 


You can see how profits result when your D-X 
supplier takes an active personal interest in 
helping you develop new business. 


You can see why a D-X franchise is an “Eztra 
Profit” franchise by reading actual profit 
comparisons. 


Mid-Continent has been a leader for 30 years in the development 

of sound, profitable marketing practices, particularly at the important service 
station level. As a D-X dealer or jobber you have the benefit of this 
experience because you have the benefit of the D-X Dealer Service Plan for 
profitable service station operation and growth. 


If you live in the D-X marketing area and are interested in increasing 
your profits, contact your D-X representative or mail the 
coupon. You can do it today. 


MID-CONTINENT PETROLEUM CORPORATION 
TULSA, OKLAHOMA Waterloo, ta. Terre Haute, Ind. 
Omaha, Nebr. Chicago, Ill. Minneapolis, Minn. 


Mid-Continent Petroleum Corporation 
Box 381, Tulsa, Okiahome 


Yes, | would like to increase my profits and I'd like to see your 


plan to build service station business. | understand [I'm not obligated 
in any way. 


Name 





Address 
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disliked to change oil. Station oper- 
ator told these customers: 

“We're making a study to learn 
what harmful matter collects in motor 
oil in Shreveport. If you will let me 
have four ounces of the oil from the 
bottom of your engine, I will give 
you a quart of new oil. In a few days 
we'll show you what the chemists 
report they found in your oil.” 

Sixty-five samples were taken be- 
tween July 17 and 30 and analyzed by 
Arkansas Fuel. Reports were returned 
to service station dealers in about six 
days. The analyses included chemist’s 


advice on oil change needs based on 
laboratory findings. A cross section of 
individual analyses appears below. 

The dealers, in giving customers the 
reports, made no suggestions regard- 
ing what motorists should do. Any 
decision or action by the car owner 
was voluntary. 

Results of the Tests—Of the 65 cus- 
tomers whose oil was analyzed, four 
were fleet employes and had to refer 
the recommendations to the fleet 
supervisor for decision. Based on the 
61 customers free to act, the study 
showed: 





aw 
N 


' POSITIVE 
"SFI F-PRIMING 


start without priming... 
run without venting 


Here’s job-versatility seldom 
found in a centrifugal pump. 
Whether for a small tank truck 
or a large bulk plant installation 
the Gilbarco Roto-Prime 
performs smoothly and efficiently 
without manual priming or 
venting. Positive and automatic 
self-priming permits 
multiple-service use in bulk plant 
stripping, transferring and 
loading . . . and savings of 
30-50% in pump equipment costs. 
And Roto-Prime’s trouble-free 
operation is ideal for multi-island 
service stations where speed 

and high gallonage set rugged 
standards. 


Gilbarco Roto-Prime pumps are 
available in capacities ranging 
from 50 to 550 GPM ... for 
electric motor, gasoline engine, 
V-belt, chain, hydraulic or similar 
drives. WRITE FOR LITERATURE 
AND FULL INFORMATION. 


+ ROTO-PRIME 


cua acer Wi conn ae 


Gilbert & Barker Mfg. Co. 
West Springfield, Mass. 





77% needed an oil change imme- 
diately. 

18% 
soon. 

5% were told their oil was good 
and no change was needed. 


Customer Reaction—Of the 47 who 
were told they should change oil now, 
40, or 85.1%, decided voluntarily to 
change oil on the spot. Seven 
(14.9%) said they would change oil 
“soon.” 

Of the 11 who were told the oil 
should be changed soon, seven went 
along with that recommendation. The 
remaining four said they would 
change oil at 1,000 miles or at their 
usual regular mileage. 

A breakdown of test results and 
customer reaction shows: 


would need an oil change 


Number Percent- 
of Tests age 


Total Samples Taken*.... 61 100 


Oil Changes Recommended 
Now ; i 47 77 
Customer changed oil on 
the spot 40 
Customer will change soon 7 


Customer changed oil on 
spot 
Customer will change soon 
Customer will change at 
1,000 mi. 
Will change at regular 
mileage 
Recommended Continued 
Use of Oil 3 


Customer continued to use oil 


* Excludes four samples taken from cars 
operated by fleet employes who could not 
make final decision regarding oil changes. 


Analysis Data—Oils tested had been 
driven anywhere from 630 to 5,270 
miles. Of the 65 samples, 14 showed 
oil had become lighter and thinner 
due to dilution, while the same num- 
ber had become thicker and heavier 
due to contamination. Other findings 
included: 

Antifreeze was not detected in any 
oil, the tests being conducted during 
the summer. 

Water was found in two crank- 
cases. Winter tests would find water in 
most crankcases and antifreeze in 
some. 


All oils tested contained traces of 
metal, dirt and sand, along with soot 
caused from poor combustion. 

All tests showed partly burned 
gasoline, a condition that worsens 
during cold weather. 


Oil in six crankcases was found to 
be acid. 
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You're sitting 
on top of the 
world in the 


AUTOCAR 


The new Autocar V/8 is giving 
truckers a new outlook on profitable 
transportation. The smooth perform- 
ance of its great 200 horsepower 
engine steps up hauling schedules 
as much as 25 percent. There’s noth- 
ing to touch it for making light of 
heavy loads. You should read the 
booklet on why the V/8 idea has 
every trucker talking. Send in the 
coupon for your copy. 


AUTOCAR TRUCKS 


THE WHITE MOTOR COMPANY 
AUTOCAR DIVISION, ARDMORE, PA. 


Factory Branches and Distributors from Coast to Coast 
in the U.S. and Canade 


Export: Drexel Building, Philodelphic 6, Po., U.S.A. 





The White Motor Company 

Avtecear Division, Ardmere, Pa. 

Please send me the Autocer V 8 Bookie! 
Name 
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PRICES 


FILLING UP their tank trucks are “peddlers” attracted by 3.7¢ tank wagon ‘figure 
(ex 7¢ taxes) in the Wilkes-Barre, Pa., area where a price war was raging’ 


Cause and Cure of Price Wars 


Why are gasoline price wars raging in the East today? 


An Independent jobber in Reading, Pa., (where prices have been 
off 4.3¢) sums up his own answer in three words—too many stations. 


He proposes letting the law of supply and demand restore the 
balance between the number of stations and the public’s need. 


He wants to keep the government completely out of the picture. 


By Harvey F. Remington, Jr. 
Remington Oil Co. 


The story of today’s gasoline price 
wars really began back in 1945 with 
the end of gasoline rationing. At the 
end of the war, the American public 
took to the road and within a short 
time the supply of gasoline was not 


34 


sufficient to meet the demand. 

Under these conditions of short 
supply, prices rose and dealers in 
these products made money with little 
sales effort. By 1946 the service 
stations which had been able to remain 
open during the war were able to 
increase their operating margins up to 
6¢ to 6.5¢ per gallon. Nearly all 
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dealers operating stations during those 
days made abnormal profits. 


Station Gold Rush—aA situation of 
this kind attracts new capital and 
in the eight years following the end 
of the war, thousands of new, modern 
stations had been erected by both 
individuals and the major oil com- 
panies. 

When factory and mill workers 
earning $3,000 to $5,000 per year 
heard that “Jim Smith” was making 
$10,000 to $15,000 per year at his 
service station, 
they wanted to 
make that kind of 
money too. 

And so, during 
the years that 
have passed since 
the end of World 
War II, we have 
seen a sort of a 
gold rush of peo- 
ple going into the 
service station 
business. 

Just as in the land boom in Florida, 
or housing boom of the late ’20’s, the 
building of service stations has been 
overdone and we have reached a 
point where the law of supply and 
demand is functioning to weed out 
the inefficient and marginal stations 
which have been reopened since the 
end of World War II. 


This weeding out process is called 
a price war. 


Inefficient Fail—The public is the 
judge in a price war, and it is leaving 
the antiquated stations to patronize 
the up-to-date stations. Consequently, 
the old stations have lost gallonage 
and have had to cut prices in order 
to hold business. The new stations 
have had to meet their price compe- 
tition. 

When enough marginal stations 
close up, and a balance is reached 
in the supply of stations which the 
public can support, price wars will 
cease. But in the meantime someone 
is bound to be hurt. 

It is no single individual’s fault or 
company’s fault that this is happen- 
ing. It is a part of the hazard of 
business working-~ within the frame- 
work of free enterprise in which the 
reward goes to the efficient and the in- 
efficient fail. 


Government Control—Any other 
method which attempts to stabilize 
the marketing of gasoline, such as 
government control will only result in 
stagnation and inefficient service to 
the public. 

If, therefore, dealers, oil company 


H. F. Remington 
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Leland explosion-proof 
gasoline pump motor 


hazardous atmospheres call 
for Explosion-Proof Motors! 





The name LELAND is synonomous with 
dependable, safe electric motor performance — 
particularly in the distribution and sale of vol- 
atile petroleum products. 


It is no accident that Leland, during the past 
30 years, has supplied more motors for the 
powering of gasoline dispensing pumps than all 
other manufacturers combined. 


Building motors of superior quality and per- 
formance, and providing close engineering 
liaison with its customers are policies that have 
been consistently maintained by Leland. As in 
pioneering the curb gas pump motor design 
with the Underwriters’ Laboratories and lead- 


ing pump manufacturers, Leland has worked 
with many other manufacturers. The emphasis 
is still on quality design and superior fabrica- 
tion of motors open, totally enclosed, or ex- 
plosion-proof— standard or special. 


A recent Leland development is a low volt- 
age DC explosion-proof motor for power hose 
reels on trucks handling inflammables and 
volatiles. These are now widely used on airport 
fueling and crash trucks, gasoline and fuel oil 
delivery trucks, etc. Other examples of Leland’s 
creative electrical engineering are contained 
in Bulletin P102-A. May we send you a copy? 


* eranp (iO) evectric® 


DAYTON 1, OHIO 
Div. AMERICAN MACHINE & FOUNDRY COMPANY, New York 
In CANADA, Leland Electric Canada, Ltd.,Guelph, Ontario 


Gif) prodvets 


* 


Leland explosion-proof 


hose reel 
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HAMPIONS 


EXTRA FEATURES 


Exclusive aero-dynamic 
features that mean... 


© LONGER LIFE 
© MAXIMUM PRESSURE 
© MINIMUM RUNNING COSTS 


The air compressor is a mighty important 
unit in any service station. Many vital 
customer services depend on it. So, 
exactly the right compressor for the sta- 
tion's particular requirements should be 
selected. Your new compressor must 
give you endurance plus dependable per- 
formance pilus economy. These neces- 
sary qualities are determined only by the 
materials, workmanship and practical 
design of the compressor—not by any 
one single feature. That's why we ask 
that you check and compare the Extra 
CHAMPION Features before you make 
your choice. Check point-by-point and 
you can't help but pick—the “Champ” of 
Compressors—a CHAMPION. 


54 MONEY-SAVING MODELS 
A model to fit every service slation need 
Ys h.p. to 10 h.p.- stationary or portable 
horizontal or upright 
Write TODAY for your 
FREE copy of the New 
Champion Catalog. 


CHAMPION PNEUMATIC MACHINERY COMPANY, 646 NO. PLEASANT, PRINCETON, ILLINOIS 





Pennants 


“CAT-PLASTIC" ALL-WEATHER 


SPECIFY TYPE 75 


PENNANTS 
These plastic pennants give you 
both all-weather durability and low 
cost, Each set is 25 ft. long, with 
twelve 12” x 18” flags in alternat- 
ing, brilliant colors — red, green, 
yellow and blue. Flags are sewed 
into cloth tape. Ready to put up. 


25 ft. set 
$1.00 F.O.8., INDIANAPOLIS 


HEAVY-DUTY PLASTI-CLOTH PENNANTS 


Made especially for windy parts of 
the country, these are the toughest 
pennants made. Twelve 12” x 18” 
flags to the 25 ft. set. Four alternat- 
ing colors—red, white, blue, and 
yellow, Flags are double-sewed to 
two-ply rope. Ready to put up. 


25 ft. set 
$1 .30 £.0.8., INDIANAPOLIS 


SPECIFY TYPE 250 


FREE! Send for catalog of Pratt's station outdoor display 
material. Gives display ideas for every occasion! 
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201 PRINTCRAFT BUILDING, INDIANAPOLIS 4, INDIANA 





PRICES 


PRICE SIGNS like this one at a Wyo- 
ming, Pa., service station can only mean 
that no one in the price war is making 
a profit. This dealer was selling his 
gasoline at 11.9¢, which included 7¢ state 
and federal taxes 


salesmen and the public would realize 
that price wars are corrective in na- 
ture and last until a balance is re- 
stored between supply and demand, 
much of the bitterness caused by 
dealers and jobbers in personalizing 
the cause of price wars could be 
eliminated. The solution of these 
wars can and should be worked out 
rationally and peacefully within the 
oil industry. 

Let us not promote legislation that 
could result in the petroleum industry 
being placed under bureaucratic gov- 
ernment control. This would spell the 
end of all the progress the oil indus- 
try has made in the past 93 years. 
The public would lose, the dealer 
would lose and oil would become the 
biggest political grab bag that the 
politicians ever got hold of. 


Georgia Price Protest 


May Go To Congress 


The Georgia Independent Oilmen’s 
Assn. is considering an appeal to the 
Senate Small Business Committee to 
both Georgia senators on the group’s 
complaint that the gasoline price war 
in Tifton, Ga., area allegedly was 
brought on by major suppliers. 

Meanwhile, a Federal Trade Com- 
mission investigator has returned to 
New Orleans after a two-week study 
of the situation. He reportedly carried 
back records from at least two oil com- 
pany offices for further study. 
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Need a better 


customer-catcher? 


Bringing customers across your drive- 
way in volume is the main purpose of 
your business. 


Make us show you the 6 big reasons 
why you'll catch more customers — and 
more cash business — when you do busi- 
ness under the profit-protection offered 
only by the Skelly Franchise. Mail the cou- 
pon. We'll do the rest! 


SKELLY OIL COMPANY 
Marketing Headquarters: KANSAS CITY, MISSOURI 
Division Offices: Kansas City + Chicago + St. Paul 

Omaha + Cedar Rapids « Tulsa » Wichita + Denver + Dallas 
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the franchise with 


a future for you! 


SKELLY OIL COMPANY 
Marketing Headquarters, Kansas City, Missouri 


YES! Without obligation, PROVE to me that | can 
make more money with Skelly! 


My nome 
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TIRES—BATTERIES—ACCESSORIES 


Some dealers promote light truck business but . . . 


Stations Are Losing Sales to Trucks 


By 
Frank C. Sturtevant 


Nine out of ten truck owners are 
tire prospects for service stations. 

83.5% of the truck owners own 
only one truck; 10.2% of them own 
only two trucks. 

No tire salesmen call on them be- 
cause their business is too small. 

They don’t use enough gasoline to 
put in their own pumps and tanks. 

Few dealers go after business from 
these small truckers. 

Many service station operators think 
of the truck market as “big stuff”—big 
fleets, big trucks, massed buying power, 
2¢ gal. off on gasoline, and every tire 
salesman in town swarming over them, 
with the business going to the man 
with the lowest price. They think 
there are just a handful of those little 
panel, pick-up and stake-body jobs 
that stop in for gasoline once in a 
while. 

They do not realize there are 6,- 
250,000 trucks being operated by these 
owners of 1-2 units. And that these 
are small trucks of the kind he can 
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8 OUT OF 10 
OWN | TRUCK 


102% OWN 2 TRUCKS 











handle on his lift. Also, they are scat- 
tered all over everywhere, so that any 
good service station has a shot at the 
business. Farmers make up 30% of 
these prospects. 

Erroneous Ideas — Some dealers 
have other wrong notions, too. They 
have the idea that they can’t sell tires 
to a truck customer unless they call 
on him. It would be well to remind 
him that these trucks have to get gas- 
oline at a service station. 

Many dealers think they wiil have 
to carry a big inventory of truck tires 
if they attempt to sell any part of 
the truck market. Actually, all a dealer 
needs are a few representative sizes, 
mainly to show prospects. Truck tires 
are rarely bought on an emergency 
basis. And trucks in this class are 
usually available at the end of any 
day for tire mounting. So the dealer 
has time to close a deal and order the 
tires shipped in. 

Can Use Credit Card—Most dealers 
think they will be asked to extend a 
large amount of open account credit if 
they try to sell tires to a truck owner. 
Since truck operation is a business 
expense, the owner may wish to have 
an invoice for each purchase and wait 
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CHART prepared by Goodyear Tire and Rubber Co. 
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EQUIPMENT 
DOES MAKE 
MONEY FOR 
ITS OWNERS... 


q 


M. J. Dettmer, president 
of Rudisill Fuel Oils, 
Inc., and many other 
dealers have proved conclusively that Bowser 
filtration of fuel oil boosts gallonage and 
increases net profit. Bowser metering guards 
inventory, and Bowser meter-printed invoice 
tickets promote good will and confidence. 


AT THE BULK PLANT... BOWSER FILTERS AND XACTO METER 
ON THE TRUCK... XACTO METER WITH TICKET PRINTER 


There is a Bowser-trained fuel oil equipment 
specialist near you. He will gladly survey 
your operation with no obligation to you. 
Recommendations are made only on the basis 
that you would benefit in sales and profit. 


.. « WRITE FOR 
FREE FUEL OIL 
SUCCESS STORY 


paaciiel. 7.Ns 
OFFICES 


BOWSER, INC., 1301 CREIGHTON AVE., FORT WAYNE 2, INDIANA 
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@ Oil Jobbers selling Canfield 
Premium H.D.M. Motor Oil are 
doubly rewarded by (1) tangible 

monetary rewards thru repeat sales (2) intangible re- 

wards in the knowledge that customers are getting 
the latest and best in lubrication...that you are selling 


the finest motor oil available today regardless of 
competitive claims, price or name. 


Here's why Canfield Premium H.D.M. Motor Oils lead 
in extra protection ... extra service in car, truck or 
tractor engines. 


1, Solvent refined from selected paraffine base crudes to produce 
base stocks loaded only with the toughest and cleanest hydro- 
carbons. No friction drag when these toughies go to work. 


2. Added modern miracle-chemicals shield bearings against 


corrosive acid action... prevent premature bearing 
failure. 


3, Highest quality detergents wash motors clean, prevent 
formation of gum, sludge and carbon. Keep tight clear- 
ances open, frees rings and valve lifts, 

— 


Available under your brand in bulk, drums, refiner = 
sealed cans. Write, wire or phone today for the details. 
Discover for yourself how you can be rewarded, too. 


CANFIELD OIL COMPANY 


General Offices: Cleveland 27, Ohio 


CORAOPOLIS, PA., CLEVELAND, OHIO, JERSEY 


Cit 











TBA 


30 days to settle. That's the kind of 
customer for which credit cards were 
invented. 

The average dealer is sure that he 
is automatically out of the truck tire 
business because he can’t meet low 
prices. Remind him again that tire 
salesmen aren’t wasting their time call- 
ing on the owners of 1-2 trucks. And 
the owners of trucks are, if anything, 
less inclined than a car owner to waste 
time and truck miles shopping around 
for cut prices. If you have a good line 
of tires, which includes a second line 
truck tire, you can show your dealer 
how to take care of the price buyer. 

Educate Dealers—Few dealers know 
much about truck tires. This can be 
cured by giving them adequate prod- 
uct information. Tell them that they 
can mount and demount light truck 
tires up to and including 8.25 diam- 
eter about as easily as passenger tires. 

Among other things, dealers need 
to be told that close to one third of 
the light trucks come out of the factory 
equipped with 4-ply passenger tires. 
When they are worn out—and some 
of them wear out fast—the dealer has 
a chance to put across a good sales 
argument. He can tell his customer 
why a 6-ply truck tire should be on 
every truck, because it gives more 
miles per dollar, and stands up better 
under heavy loads. 

Business Potential—From the deal- 
er’s point of view perhaps the most 
interesting feature of the light truck 
market is the fact that every owner 
of a truck also owns at least one pas- 
senger car. One rubber company sur- 
vey estimates the volume of annual 
business the service station can ex- 
pect from each light truck owner 
as follows: 


For Each Truck— 
Tires $ 63.20 
Tubes 4.64 
Recaps 19.30 
Batteries 10.50 
Gasoline, oil, lube and 
other service 264.86 


Total $362.50 


For Each Passenger Car— 
Tires $ 20.66 
Tuhes 2.17 
Recaps 5.16 
Batteries 7.95 


Gasoline, oil, lube and 
other service 228.50 


Total $264.34 


This totals better than $600.00 per 
year mimimum for each truck custom- 


/ 








WANT to add payload? Save chassis weight? Cut truck 
operating costs? 

Of course you do! 

And you can—if you see your White Representative! 

He has all the engineering facts of correct truck appli- 
cation for your business. He has the know-how in the 
White Payload Procurement Plan. 

And he has the greatest, best-engineered line of White 
Trucks and Highway Tractors in history to back up his 
analysis of your needs. 


It's a perfect “payload” combination—the right truck, 
tailored to your work. 


White Payload Design 


GO TO WORK FOR YOU? 


Check These White Payload Design Features 


THIS Esso Standard Oil Company, Virginia Division, White 
Tractor is a WC-24PLT model engineered right... by White! 
New Bridge Formula front end provides 28-inch dimension 
from front of bumper to center of the front axle... 102 inches 
to back of cab, permitting 35-ft. trailer within 45-ft. limit. 

Forward-mounted safety tanks improve driving axle pay- 
load capacity. 

The Mighty Mustang adds power ... saves weight. Right 
for the hills and the big ea a 

Favorable chassis weight because of payload design 
weight-saving features. 


THE WHITE MOTOR COMPANY « Cleveland 1, Ohio 
For More Than 50 Years the Greatest Name in Trucks 
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A FULL HOSE LINE FOR BETTER SERVICE 


OR THE BEST VALUE in all types of 

service station hose . . . gas curb pump, air 
tower, driveway alarm and car wash .. . always 
call your Hewitt-Robins Distributor. He can 
provide you with the fast, efficient answer to 
your every hose need. 

The Hewitt-Robins hose line for service sta- 
tion operators offers a variety of specialized 
hoses that assure top quality performance: 
Hewitt-Robins Gasoline Curb Pump Hose is 
highly flexible, has a smooth bore for free flow- 
ing . . . Hewitt-Robins Air Tower Hose is dur- 
able, resists kinking and reels easily . . . Hewitt- 
Robins Driveway Alarm Hose withstands year 
round weather and constant tire wear .. . 


Hewitt-Robins Car Wash Hose is tough, light 
weight, and recommended where oil conditions 
are encountered. In addition, Hewitt-Robins 
also makes other outstanding hoses for the pe- 
troleum marketing field such as Fuel Oil & Dis- 
tillate Hose and the new 150 foot long LP Gas 
Reel Hose for bulk delivery trucks. 

You can buy with confidence when you order 
from your Hewitt-Robins Hose Distributor. 
Contact him today for complete information 
regarding any of these top hose values. See 
Classified Phone Book . . . Rubber Goods- 
Mechanical; Rubber Products - Mechanical; 
Belting-Mechanical; Hose & Tubing-Rubber, 
or write to us directly. 


HEWITT@) ROBINS 


Executive Offices, Stamford, Connecticut 


DOMESTIC DIVISIONS: Hewitt Rubber «+ 


Robins Conveyors * Robins Engineers + Restfoam 
FOREIGN SUBSIDIARIES: Hewitt-Robins (Canada) Ltd., Montreal « 


Hewitt-Robins Internationale, 


Paris, France * Robins Conveyors (S. A.) Ltd., Johannesburg * EXPORT DEPARTMENT: New York City. 








er, and includes an average of over 
1,500 gal. of gasoline, 27 gal. of oil 
and 18 lube jobs per year. Often it 
turns out better than that. There are 
few one-man business enterprises, so 
that the station operator who goes 
after the light truck owner stands a 
chance of getting some of his employes 
and associates as customers also. 

One of the truck manufacturers 
estimates that light trucks average bet- 
ter than 11,000 miles per year, as com- 
pared to a national average of 9,500 
for passenger cars. And another fact 
which has escaped most of the people 
in the oil business is the greater rate 
of increase in truck registrations as 
compared with passenger cars. In the 
past 20 years, while passenger regis- 
trations have doubled, truck regis- 
trations have tripled. 


A truck industry source predicts an 
even wider gap between truck and 
passenger registrations in the next 10 
years. That means that the percentage 
of trucks to passenger cars at the aver- 
age service station will soon become 
so noticeable, that dealers can no 
longer ignore the truck market. 

It is only fair to observe that dealers 
are not alone in ignoring the light 
truck field. Among some oil company 
sales executives, including TBA spe- 
cialists, there exists most of the mis- 
conceptions held by dealers about the 
small truck market, plus some others. 


Some oil men think that a dealer 
who gets interested in light trucks, 
may block his driveway, and discour- 
age his passenger car customers. Yet 
it seems apparent that all of the own- 
ers in the 1-2 truck group are buying 
gasoline from service stations now, 
without any noticeable disruption of 
station business. 


Som. TBA men appear to be satis- 
fied with the truck volume made up 
of what the company uses on its own 
trucks, plus what company salesmen 
can sell to commercial accounts. Ap- 
parently, they are convinced that deal- 
ers in general won't have anything to 
do with truck tires. 

Some Push Sales—On the other 
hand some oil companies have recently 
staged dealer meetings to promote the 
light truck tire market, along with 
gasoline, motor oil and lubrication. 
Some TBA men feel that the dealer’s 
best bet is to offer the light truck 
owner a regular maintenance service 
program, including lubrication, oil 
change, checking tires, batteries, oil 


Some oil companies have decided it 
might be worthwhile to help dealers 
make a bid for what is sometimes 
called the delivery or commercial 
type of tires. For example, Gulf 
tells its dealers that one-third of truck 
tire replacements last year were in 
the following 6-ply truck tire sizes: 
6.50-16; 7.00-15; 6.00-16; 7.00-16; 
7.50-16. 

These are the sizes used by door- 
to-door vans, sedan deliveries, panel 
and pick-up trucks. The trucks are 
owned for the most part by farmers, 
grocers, plumbers, roofers, contractors, 
florists, and other merchants and serv- 
ice establishments. Gulf points out that 
this class of business is not usually 
solicited by the big tire dealers, and 
that it is a natural for Gulf service 
stations. 

While it is variously estimated that 
service stations may account for from 
30% to 45% of the passenger tire 


Promoting Friendly Service 


replacements, it is doubtful if more 
than 5% of the truck tires pass through 
service station hands. So the oil indus- 
try, backed by tire manufacturers, is 
starting almost from scratch and with 
lots of resistance from within to make 
headway in the light truck tire field. 

Any progress made in selling some- 
thing besides gasoline and oil to the 
owners of single trucks and small 
fleets, will be all to the good. Just a 
little gain will look big beside what 
we have now. 


... in brief 


Industrial Tire Upkeep 


Rubber Manufacturers Assn. of 
New York has issued an eight-page 
pamphlet entitled How to Get Extra 
Service Out of Solid Industrial Tires. 
The illustrated guide is supposed to 


“Unfriendly dealer” is hanged in effigy by General Petroleum dealer, Bob 
Rapp, in Seattle, Wash. The eye-stopping promotion is being used in conjunction 
with GP’s current advertising theme, “extra friendly service.” The dummy, 
depicting a lynched dealer, wears a sign reading, “He died because he wasn't 
friendly.” 


filters, spark plugs, lights, fan belts, 
radiator, wiper blades, shocks, cables, 
and in fact everything that a station 
can do to keep the truck in good con- 
dition. 
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TBA 


familiarize users with the more com- 
mon reasons for tire failures and sug- 
gests preventive measures to help get 
maximum service. Single copies may 
be obtained by writing the association 
at 444 Madison Ave., New York 22. 


Wire Grip Truck Tire 


The latest B. F. Goodrich Co. heavy 
duty express truck tire has over 5,000 
steel claws in a new tread. The claws, 
about 80 per inch of tread width, re- 
portedly dig in to give extra road- 
gripping action on ice and snow and 
better traction on rain-slick roads. 
Goodrich says the wire grip lasts al- 
most the life of the original tread and 
the cord body can be recapped. The 
tires come in three sizes: 8.25-20, 
10.00-20 and 10.00-22. 


Neoprene Tank Lining 


A special formula permits brush 
coats of Neoprene .010 to .020 in. 
thick for tank linings. Coatings cure 
at room temperature. A new Neoprene 
primer also is available. It is suitable 
for sandblasted and wirebrushed rusty 
steel surfaces. The product is resistant 
to direct corroion, creep corrosion, 
and provides excellent edge protection. 
The primer can be modified for ap- 
nlication on damp surfaces. Carboline 
Co. 


New Gift Item 


The new Shak-O-Pak produced by 
Rankin Manufacturing Co., Cedar 
Falls, Iowa, can be used as a gift item 
for customers. The robe is backed 
with weather-proof plastic, can be 
folded up and carried like a brief case. 
It can be used as a cushion or lap- 
robe, worn as a knee-length rail cloak, 
or used as a play-rug or a 50 by 60-in. 
table cloth. 
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William A. La- 
Valley, formerly 
district sales man- 
ager and special 
sales representa- 
tive, Mansfield 
Tire & Rubber 
Co., Mansfield, 
O., has been ap- 
pointed advertis- 
ing and sales pro- ne fE oS 
motion manager W. A. LaValley 
succeeding the 
late Harry L. Mahoney. Mr. LaValley 
joined Mansfield Tire in 1951 as a 
district manager for New York and the 
New England states. 


Charles G. Weeks has joined the 
sales force of Tung-Sol Sales Corp., 
Newark, N. J., to represent the com- 
pany’s auto lamp and radio and tele- 
vision tube divisions, calling on auto- 
motive and electronic parts jobbers. 


+ 
Hugh A. Bullock has been appointed 
product manager for antifreeze sales 
of the Mathieson Chemical Corp., 
Baltimore. He formerly was national 
account sales manager for the Crescent 
Co., Inc., Pawtucket, R. I. 


Joseph A. Anderson has been made 
general manager of the AC Spark 
Plug Division succeeding George 
Mann, Jr., who retired. Mr. Anderson 
will direct activities at both AC’s Flint 
and Milwaukee plants. 


William C. Leingang, former Chi- 
cago plant manager of the Electric 
Storage Battery Co., has been made 
assistant general manager of the firm’s 
newly formed automotive products di- 
vision headquartered in Philadelphia. 


Walter D. Kleine, Jr., has been ap- 
pointed district representative, Auto- 
Lite Battery Corp., in the newly- 
created San Antonio district. Homer 
L. Luthy will continue to represent 
Auto-Lite in the Houston area. 


Ben F. MacCormack is U. S. Rub- 
ber Co.’s new eastern regional mana- 
ger, construction tire sales. Other new 
regional managers are: C, N. Cla- 
bough, central, with headquarters in 
Chicago, and Dugald McKinnon, west- 
ern, with offices in Denver. 

Henry Hitchins has been made sales 
engineer in the east under Mr. Mac- 
Cormack, and Joseph Bernat, sales 


engineer, to assist Mr. McKinnon. 





SAVES ON SERVICING 
POSITIVE SEALING ACTION 
LONG, DEPENDABLE SERVICE 


Roper further increases the dependability and efficiency of Series 
3600 pumps with a proven, long-life mechanical seal.* 

Designed for a broad range of clean liquid applications, the unit 
provides a positive sealing action to reduce leakage — a highly im- 
portant factor when delivering inflammables. Further still, the 
mechanical seal offers the advantage of minimizing down-time and 
maintenance expense...there are no adjustments necessary. 
This mechanical seal is but one of the many outstanding features of 
these Ropers. The pumps are ready for hook-up on any type drive, 
and for all conditions of piping and mounting . . . handle thin or 
thick liquids at slow speeds . . . operate with equal ease in either 
direction . . . have adjustable relief valve which assures full capa- 
city when pumping and allows nozzle shut-off without stopping 


the pump. Roper Series 3600 pumps are rated for pressures to 
60 P.S.I. — sizes 40-300 G.P.M. 


* Models also available with packed box. 


Gand fot Catalog 
ons Complete Famer lone 
GEO. D. ROPER CORPORATION 
481 Blackhawk Park Ave., Rockford, Iilinois 
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STATION A “MULTI-PUMP” ON SAME 
ISLAND SPACE 


NO COSTLY CHANGES 
SAVE TIME... SPACE... MONEY 


Boost rour PUMP GALLONAGE 


Here are the pumps that can really make your station a multi- 
pump station without any changes of your islands. Two pumps 
in one—se either one or two brands—as much as 14 
inches smaller than other twin type idan Space required on 
island 2314” width by 1734” in depth. 


WAYNE DUO-1 . . . Has single suction line, dispenses one 
brand of gasoline through double outlets, each equipped with 
retriever hoses. Single pumping unit, motor and air separator 
..- dual meters, computers, interlocks and flow indicators. Two 
dials on each side for easier customer service. Explosion-proof 
solenoid valves. Fit in same space as Wayne 505 Pump. Re- 
quires no more labor to install than single pump. 

WAYNE DUO-2 . . . Double suction line and dispenses two 
brands of gasoline. Has two outlets, pumps, meters, computers, 
interlocks and flow indicators. Two separate dials on each side. 
Advertising panel split for brand identification. 











Double your sales outlets in your station . . . assure more 
island display space . . . boost your gallonage per pump. Install 
these new Wayne Duo Pumps. Write today for full details. 


THE WAYNE PUMP COMPANY WAYNE DUO-PUMPS © 


Salisbury, Maryland - —_— o y FIT SAME SPACE 
Toronto, Canada , ~ - : AS SINGLE PUMPS 





























MERCHANDISING 


Servicing customers’ equipment on the job has h 
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Holding Gallonage in a By-Pass Area 


What happens when the majors start making direct deliveries— 
“clipper” service—in a distributor’s area? 


Some distributors have gone out of business when the majors 
began by-passing in their marketing territories. 


But Don McFarland found a way to compete with direct delivery, 
and built Romac Oil into a thriving business in only seven years. 


Not long ago, the Romac Oil Co. 
received an urgent call from the Azusa 
Rock Co., about two miles away: We 
need 100 lb. of gear oil—in 10 
minutes. 

“They got it in eight minutes,” re- 
calls Don P. McFarland, 44, who runs 
the Romac Oil Co. “We can give serv- 
ice clipper setups can’t touch,” he said. 

His Romac Oil Co. started from 
scratch seven years ago but it is now 
selling 437,000 gal. a month in spite 
of some very tough competition. 

Located in West Covina, Calif., 
some 20 miles east of downtown Los 
Angeles, the Romac plant is right in 
the middle of a clipper area. 

Major oil companies competing with 
Romac have carried out their clipper 
systems (direct delivery from primary 
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supply terminals to retail and com- 
mercial outlets) within a radius of 50 
to 75 miles of Los Angeles. For some 
distributors this has meant reduced 
business, even elimination of their 
operations. 

All services at Romac is custom- 
made. Not only a willingness, but a 
technical knowledge of customer’s in- 
dividual needs supports their customer 
service. That has been a big factor in 
the growth of Romac’s business. 

Lubrication Know How—A veteran 
oilman, Mr. McFarland started out as 
a salesman for Texaco, taught in sales 
training schools and became a lubrica- 
tion engineer. From 1940 to 1946, he 
was in the U. S. Army, serving as com- 
pany commander of an ordnance 
maintenance battalion. Between his 


Texaco and Army experience, Mr. Mc- 
Farland left the service in 1946 with 
an A-to-Z background in lubrication 
and maintenance. 

Romac’s Start—He teamed up with 
his old friend Tom Roberts to form 
the Romac Oil Co., Texaco distribu- 
tors in Covina. In 1948, when Texaco 
installed its direct delivery system in 
Los Angeles Basin, the Covina dis- 
tributorship was discontinued. Romac 
switched to an independent brand 
gasoline (Hancock) and began market- 
ing lube oil under its own brand name. 

In October, 1951, when Hancock 
was pinched by the West Coast short- 
age, the supply arrangement with 
Romac was terminated. That same 
month Romac became a consignee for 
the Union Oil Co. 

His Customers—Romac’s marketing 
area in San’ Gabriel Valley covers 
Covina, Azusa, Puente, Glendora and 
Baldwin Park. In that area there are 
11 stations controlled by Romac 
(seven through ownership and four 
through direct leasing). 

Romac’s supplier, Union Oil Co., 
also has stations in this territory which 
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DISTRIBUTION SYSTEMS are built or rebuilt by Romac Oil Azusa Rock Co. Pump islands in foreground are for gasoline 
Co. for commercial customers. This one was installed for units; Diesel rigs load at island in background 


it serves by direct delivery. Except for 
gasoline, Romac supplies those stations 
with other products. 


Industry in Romac’s area has been 
booming. Local industries include rock 
companies working from natural de- 
posits, crushing plants, rock-aggregate 
companies, ready-mix cement compa- 
nies, steel plants, furniture manufac- 
turing, asphalt plants, concrete pipe 
companies, a brewery, a large transfer 
company and many general contrac- 
tors. Agriculture, and housing develop- 
ments are also on the rise. 


Commercial Accounts — Romac 
went after the commercial accounts 
from the start. The results show up in 
the ratio: Of the 437,000 gal. monthly 
gasoline business, 305,000 gal. repre- 
sents commercial business, and 132,- 
000 gal., retail. 

Back in 1946, Mr. McFarland be- 
gan a systematic campaign of ap- 
proaching prospects and pointing out 
how he could save them money on 
maintenance. Instead of stressing price, 
he talked about application of a par- 
ticular oil or grease for a certain func- 
tion. Now he sells 12,000 to 14,000 
gal. of lube oil monthly. 

One large rock company was using 
a red engine oil for which it paid 24¢ 
per gal. Mr. McFarland persuaded 
them to switch to a 66¢-gal. high vis- 


THREE DRIVERS served under Don P. McFarland, head of Romac, during the war 
when he was company commander in an ordnance base maintenance battalion. Left 
to right: Don G. Elder, Don McFarland, Ken Winn, Lioyd Pitman, Jr. 
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E EVER-TITE No. 99 Coupler—an push rod the coupler is removed and the 
entirely new Pac seg aa in coupler water-tight cap is replaced. 
operation—embodies such great ada 
tability that it meets every istiaesent Tight Connections Every Time 
for tight-fill deliveries to underground You can depend on the new Ever-tite 
storage tanks, and can be used with a No. 99 Coupler to give typical Ever-tite 
manhole as small as 64%" in diameter. service—which means tight, safe con- 
nections . . . faster deliveries . . . and a 
How It Works substantial saving in operating and 
This new Ever-tite Coupler is used with  ™aintenance costs. 
the No. 97 Ever-tite Fill Cap, pictured at | No. 99 is made of high tensile alumi- 
the left. After removing the fillcapfrom § num, with bronze push-rod and cams. It 
the adapter, the coupler issimply pushed _—is extremely light yet has the rugged, 
on the adapter and the push-rod pressed § sturdy construction that assures long, 
down, which locks the coupler tightly _‘ trouble-free service. The push-rod can 
to the fill. After delivery, by raising the also be used as a carrying handle. 
Write now for further information. 
*The EVER-TITE Trademark is a hallmark of dependability in fittings 
for the petroleum industry—proved by 16 years of pre-eminence. 


No. 97 EVER-TITE Fill Cap EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET. NEW YORK 19, N. Y. 
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cosity oil with an oxidation catalyst. 
The new oil cost nearly three times as 
much; but oil changes, formerly made 
monthly, are now made annually. 


Formerly, the company bought 52¢- 
gal. lube oil which is changed every 
1,000 miles. Now it pays 7914 ¢ a gal. 
but doesn’t change the oil until 3,000 
miles. 

The company used to spend $5,000 
a month in maintenance for 500 to 
600 engines. Premature engine failures 
have stopped almost completely since 
Romac started serving the account, 
reducing maintenance costs to almost 
zero, said Mr. McFarland. 


Right Oil for the Job—Without dis- 
closing his figures, Mr. McFarland re- 
ported that he has almost all the large 
commercial accounts in his territory. 
He expressed belief that he could get 
all of them if he would meet competi- 
tors’ prices. Of the 212 accounts that 
Romac serves, only 17 receive dis- 
counis—because of volume. 


Mr. McFarland said that he has up- 
graded everything he serves in San 
Gabriel Valley on price by convincing 
customers to use higher-grade oils that 
cost more. However, consumption of 
oil in the valley has been reduced 50% 
to 60%, claims Mr. McFarland. 


“The mistake a lot of salesmen make 





is in talking about the product and the 
price and the quality without ever 
telling the prospect what it will do for 
him,” said Mr. McFarland. “I never 
discuss price with customers. We just 
ask what he wants to have done, and 
we show him what he needs to do it.” 


On-the-Job Delivery—Recommend- 
ing the product is just part of Romac’s 
selling system. Mr. McFarland takes 
pains to deliver to the customer’s con- 
venience. He has three tank trucks 
specially designed to service machinery 
right in the rock and gravel pits. One 
of these trucks can be driven up to a 
crane, a hose unreeled to the crane’s 
diesel tank, and it’s filled right on the 
job. 

Two of the trucks are each equipped 
with two 50-ft. Ace hose reels with 
automatic rewind devices, two Smith 
meters and one Yale and Towne pump 
($8,000 per truck). Their delivery rate 
is 80 gpm. 

Tanks on Customer Premises—One 
of Romac’s most significant innova- 
tions has been substitution of oil stor- 
age tanks for drums on customer 
premises. For a while Romac received 
its oil from Union in drums, but Mr. 
McFarland decided that he could effect 
a savings for himself and his customers 
by handling it in bulk. When drums 
were used, there is multiple handling 


CLOSE LIAISON is maintained between supplier, Union Oil, and consignee, Romac. 
In Romac’s new office, a problem is discussed by, left to right: A. E. Grogan, Union's 
Pasadena district sales manager; James 1. McCloy, retail representative; Don P. 
McFarland, who runs the consigneeship, and Mrs. Pat Cogswell, bookkeeper-secretary 


—from the delivery truck to the ware- 
house, from warehouse to Romac’s 
delivery truck, from the Romac truck 
to the customer’s storage area, and 
from there to the point of use. 

By handling the oil in bulk, all the 
drum-toting is eliminated. This in itself 
enables a substantial savings on labor. 
It also eliminates the rental on drums 
and incidental accounting work on 
them. Total savings have been esti- 
mated at 6¢ a gal., which Romac splits 
with the customer who has bulk stor- 
age facilities. 

Clean Oil — Customers’ storage 
tanks are elevated so that the product 
can flow by gravity, eliminating need 
for pumps. 

When oil is poured from a drum, 
dust and foreign particles invariably 
get in, said Mr. McFarland. But when 
oil is poured through a hose, foreign 
matter can be kept out, preserving the 
purity of the oil. 

Customers’ Distribution Systems— 
Romac sets up distribution systems for 
customers who consume large quanti- 
ties of petroleum products. For exam- 
ple, at the Azusa Rock Co., Mr. Mc- 
Farland rebuilt the distribution system 
in 1947, installing pump islands and 
storage tanks—two 5,000-gal. tanks 
for gasoline, and one 5,000-gal. and 
one 1,000-gal. for diesel—to supply 
the company’s 115 units. 

Scientific Recommendations — Me- 
thodical in his dealings with customers, 
Mr. McFarland bases oil-change rec- 
ommendations on laboratory tests. He 
sends samples of crankcase oil to 
Union’s research center laboratories at 
Brea where the base number and vis- 
cosity are measured. 

“What I want to know and what the 
customer wants to know is whether 
the oil is still alkaline and what the 
viscosity is,” said Mr. McFarland. “I 
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obtain scientifically accurate informa- 
tion. Then I can determine when oil 
changes should be made. 

“Engines are all different,” he con- 
tinued.” You can’t apply the same rec- 
ommendations to all of them. And you 
have to have lab information to make 
accurate recommendations.” 

Building Confidence—By hard work 
and selling, Mr. McFarland and his 
men built up volume from the begin- 
ning. The toughest job he ever had, 
said Mr. McFarland, was selling his 
own brand-name product. The only 
way it was done, he recalls, was by 
building confidence. With his experi- 
ence as an ordnance officer and a 
lubrication engineer, he was able to 
convince prospects that he had the 
background to know machinery. 

By 1951, Romac had pushed volume 
up to the 400,000-gal. of gasoline—a 
month — marketing — representing a 
corner on the market—so it was a 
matter of maintaining it, explained 
Mr. McFarland. He said his tie-up 
with Union Oil facilitated that. 

“It was the easiest conversion I ever 
made,” said Mr. McFarland. “I had 
the business built up. Because of the 
reputation Union has achieved for its 
lube oils and greases, there was no 
problem in persuading customers to 
switch.” 

Business Builders — It takes four 
things to build business, said Mr. Mc- 
Farland: (1) a good product; (2) good 
service, (You have to adapt your op- 
eration to the customers’ problems); 
(3) right price; (4) customer confi- 
dence. 

His Selling Technique—Mr. Mc- 
Farland’s personality combines an un- 
common blend of sound technical 
knowledge and effective sales ability. 
“Most oil companies have good prod- 
ucts,” he observes. “It’s up to the sales- 
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man to know how to recommend. But 
lots of them fall down because they 
have a professional sales attitude that 
makes a prospect freeze up, or they 
talk up their merchandise but don’t 
tell the prospect how he’s going to 
benefit.” 

“I don’t pretend to be a salesman 
when I make a call,” Mr. McFarland 
said. “The barrier goes up if you ap- 
proach a person with a briefcase, say- 
ing you are a salesman. You have to 
break that down. Instead, I call on a 
person, talk things over. If he wants 
figures, get them from the car.” 

Possessing a competitive nature, Mr. 
McFarland said he’s looking forward 
to a period of hard selling. “I hope it 
gets real tough and competitive,” ex- 
claimed the consignee from Covina. 
“Then we'll really be able to do a 
selling job.” 

Personnel Set Up—Mr. McFarland 
has 10 employes: two in the office, a 
warehouseman and seven drivers in- 
cluding three who served under him 
overseas. 

His partner, Mr. Roberts, once a 
distributor, has a financial interest in 
Romac, but he is now ranching in 
northern California. 

Romac and Union Oil maintain a 


close, friendly relationship. James I. 
McCloy, a Union retail representative, 
works with station operators supplied 
by Romac. E. G. McLaughlin, lube 
engineer, helps with commercial ac- 
counts, recommending products and 
trouble-shooting problems. Both are 
under A. E. Grogan, Pasadena district 
sales manager, who maintains liaison 
between Romac and the head office. 

Relationship — Said Mr. 
McFarland about supplier relation- 
ships, “A distributor needs a reputable 
manufacturer who has research and 
engineering services. It’s all right to 
say you prefer to be an Independent 
distributor, buying products wherever 
you want to. But experience has taught 
me that it is essential to have a good 
supplier. My relations with Union Oil 
have been perfect.” 

Union Oil recently completed a 
spanking new $100,000 bulk plant for 
Romac, which Union owns and Romac 
operates. 

(Editor’s note: The new Romac bulk 
terminal will be described in another 
article.) 

All Products Necessary—Direct de- 
livery doesn’t bother Mr. McFarland. 
“Some suppliers have made the mis- 
take of eliminating distributors when 


they install a gasoline clipper service 
in their areas,” he said. “That’s a mis- 
take because you can’t service ‘lighter 
fluid’ accounts in truck and trailer 
quantities. Yet all products are vitai to 
a distribution function.” 

Friends and customers have heard 
Don sum up his philosophy of service 
in this statement, “If a customer of 
mine needs a teaspoonful of lighter 
fluid on top of Mt. Wilson on a stormy 
night, I'll deliver it to him personally if 
necessary and as soon as possible.” 


... in brief 


Children's Books Boost Sales—Reli- 
ance Petroleum, Ltd., London, Ont., 
is attracting motorists to its stations 
during its current “Fall Changeover” 
campaign with free coloring books for 
children. Reliance is promoting the 
campaign through quarter-page ads in 
17 daily newspapers, network radio 
spots and point-of-sale material. The 
company says nearly 80% of the orig- 
inal 100,000 books have been given 
away with a substantial increase in sta- 
tion sales. 
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HEATED TERMINALS... 


With KIM Hotstart installed on your trucks you don’t 
need heated terminals. These inexpensive electric pre- 
heaters circulate hot water through engines when they 
aren’t in use. Engines remain warmed-up and ready with 
full power at the touch of the starter. 

KIM Hotstart saves money in other ways: 


Reduces engine wear and depreciation. 
Prolongs life of batteries. 
Increases mileage from fuel. 


eee ee ee ee re ee es ee ee ee 
KIM 
West 917 Broadway, Spok 


| Please send literature, prices and name of local dealer, 


| Name_ 





Tl, Washi 


There’s a KIM Hotstart for every gasoline and diesel 
engine. To get the details of how you can save the con- 
struction and maintenance costs of heated terminals and | Compony 
improve the output of your equipment, see your leading 5 Address 
automotive supplier. Or fill in and mail the coupon for | Civ 
informative literature. | Make and model of equip 
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10-SECOND DEMONSTRATION PROVES 


This Ounce of Prevention’ 
Can Save Your Life! 


SECONDS! 








ORDINARY TIRES, under skid condi- 
tions, compress like the fingers of 
your fist .. . form a smooth, slippery 
surface. And, with treads jammed 
together, they cannot “bite” the road. 
So you skid! Just one hand... just 
seconds... is all you need to demon- 
strate this vital fact to your customers. 


WITH LIFE-SAVING ARMSTRONGS, the 
tread can’t compress! Armstrong 
safety discs between your fingers’ 
will quickly show why. For these 
ommney discs hold treads (like your 

ngers) firmly apart. So, Armstrongs 
have 700% more gripping surface. 
They don't skid! What a sales story! 


Unmatched Features—Unmatched Advertising 
Give You Unmatched Sales Opportunities! 


Armstrong—and only Armstrong—gives you this powerful 3-way 
sales-punch: 
1. Patented safety features unequalled in the industry. 


2. Smashing advertising in Look, Time, Post, Farm Magazines, News- 
papers, Radio, TV! 


3. A dramatic 10-second sales demonstration that tells, sells Armstrong 
tires in seconds! 


For quicker sales, bigger profits, happier customers... ask your Arm- 
strong distributor for “demonstration discs” and Armstrong tires today! 


ARMSTRONG 
PREMIUM 4 TIRES 
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STATIONS 


IN REMODELING an old station, wide driveways and windows were used to give 


this station an inviting appearance while . 
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DISPLAY OF TBA merchandise was arranged by a merchandising consultant firm. 
The result: sales increases of up to 200% for a jobber who borrowed . . . 


Sales Ideas from 


Supermarket groceries are one 
of the most successful retailing 
innovations in recent years. 
What's the secret of their suc- 
cess? Could the oil business take 
a page out of the supermarket’s 
book? 


By G. L. Savory, President 
Savory Oil Co., Binghamton, N. Y. 


Several years ago, I made up my 
mind to find out if the retailing tech- 
niques which were so successful for 
supermarkets could be applied to 
service stations. 
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Supermarkets - 


The first problem was to figure out 
why people liked to do their buying 
at supermarkets. Certainly it wasn’t 
because of a better quality of mer- 
chandise. And it wasn’t better serv- 
ice, because supermarket customers 
all wait on themselves. 

I concluded that the initial attrac- 
tion was because the store itself was 
attractive to the eye. Supermarkets 
all have glass fronts that permit people 
to look inside and see shelves full of 
colorful food packages as well as all 
the activity within the store. The 
large driveways leading to the parking 
area just simply invited you to drive in. 


When people get inside, the mer- 
chandise is displayed so beautifully 
that they usually wind up making 
much larger purchases than they 
would if they were reading their 
order to a clerk. 


Applied to Station—1I decided that 
if this was what people wanted, why 
not apply the same treatment to 
service stations? So two years ago 
we picked a location that needed to 
be modernized and erected a new 
station along the supermarket lines. 

We put the new station at the 
back of the lot. This increased the 
driveway area by at least 100%. We 
used a glass front in both the sales 
room and service department and 
faced the outside of the building with 
porcelain enamel steel. 


Then we engaged the services of a 
merchandising consultant firm to lay 
out the display counters and shelving. 
The consultant even instructed the 
dealer on the proper places to dis- 
play each type of merchandise to get 
the most sales. 


Sales Climbed Fast—tThe first year 
after making these improvements our 
gasoline sales increased by over 140%, 
motor oil sales 200%, and lubrica- 
tion and service work increased pro- 
portionately. As for the TBA sales, 
the dealer sold items that had been on 
his shelves for years in the old 
station. And he is still making a nice 
profit on TBA sales. 


Fish Ponds, Premiums 


Promote Station Sales 


Two large fish ponds on each side 
of Lannigan’s Super Service Station in 
West Palm Beach, Fla., are reportedly 
attracting a large amount of business. 


Motorists having their cars washed, 
lubricated, or serviced, are invited to 
sit by the ponds and relax in the 
shade of palm trees. To make them 
more comfortable, a girl serves them 
free cold drinks. 


A small independent in Atlanta, 
Ga., attracted customers to the open- 
ing of his eight-pump service station 
with three tap-dancing clowns, ban- 
ners and balloons, creating a carnival 
atmosphere. He paid for his opening- 
day overhead by selling swim tubes, 
water wings and rubber rafts to tour- 
ists visiting Alatoona Dam Lake just 
north of town. 

These ideas in promoting service 
station sales were reported by R. C. 
Munsell, Atlanta division manager for 
Erie Meter Systems, Inc. 
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ARO PUMPS for 
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Hi-Volume 
TRANSFER Pump 
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ARO BUILT DEPENDABILITY! 


The Aro Equipment Corp., Bryan, Ohig 


Without obligation, send bulletin giving complete details 
on the new Aro Motor Oil Supply —_ and Hi-Volume 
Transfer Pump. 
LUBE 
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YOU POCKET THE PROFITS 


< Getting the best automotive service equipment 

WHEN YOU BUY , at lowest cost is just sane business! That’s why 
it'll pay you to order yours direct from the 

a K. R. Wilson factory. The world’s oldest manu- 

GARAGE EQUIPMENT -_ ¥ facturer of garage tools and equipment, KRW 
has been the leader in the automotive equipment field for 35 

9 years. And KRW products are sold direct from the factory. 

AT KRW S FACTO RY- You save the middleman’s profit! KRW manufactures jacks, 
air compressors, car washers, battery chargers, hand tools 


ES J and many other automotive service products. Next time, buy 
T0 -YOU PRIC 7 KRW and you pocket the profits. 


HORSES YOU'LL GO CRAZY OVER 


{especially their low price) 


Every garage or service department needs at least 
one set of these Adjustable Horses for rotating tires, 
wheel painting and storage. Made of welded steel 
tubing, guaranteed io withstand hard use. Minimum 
height 15%4 inches — maximum height 26 inches. 
These horses are designed to insure safety and 
provide plenty of clearance. PER 
Horses will not rock or wobble 

on uneven floors, thanks to S 

their three - leg construction. 

Weight: 55 lbs. per set of 

four. Order No. PU-372. F.0.B. FACTORY 


KRW #472-A 3-Ton Hydraulic Jack 
@ FINGER-TIP CONTROL @ Lifts 4 to 24 inches 


Located for safety between priced far less than 
handle rails. Prevents } 
accidental lowering. comparable jacks $  } 
@ HANDY FOOT PLATE Prices subject to change without notice 
For quick and easy spotting Order from Dept. 92 f.0.8. FACTORY, 
ARCADE, N.Y. 
@ TAMPER-PROOF SAFETY VALVE 


ee a eT 


@ SWIVEL CASTERS 


On double row ball bearings 


under the load 


ore lubricated for life. 


. ‘ 215 MAIN STREET ¢ BUFFALO 3, N. Y. 
World's Oldest Manufacturer of Garage Tools and Equipment 
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Tire Inflator 


A new line of tire inflators features 
a built-in air screen and non-clogging 
valve seats. The units weigh slightly 
over One pound and attach directly to 
any air line. The operator dials the 
desired tire pressure and presses the 
chuck on the valve stem; air flow stops 
at the pre-set pressure. The inflator is 
accurate, but may be checked and re- 
calibrated without removal from the 
air line, if necessary. Two models are 
available—a passenger-tire model with 
an automatic inflation range of 15 to 
45 Ib., plus an “open” position; and a 
high-pressure model with a range of 
10 to 110 lb. Either model can be sup- 
plied with a choice of hose 12 in. long 
and single or dual foot chuck, or with 
long or short rigid chucks. A grip 
chuck, which locks to the valve stem 
to permit unattended inflation, is avail- 
able with either model. This device 
permits the operator to do other jobs 
during inflation, and also he can be 
safely out of the way in case a rim 
lets go. Barmotive Products Inc. 


Circle No. 1 on Reply Coupon 


New Truck Line 


A new series of trucks features 
power steering, new V-8 engines, and 
other improvements. The new engines 
are offered in 133-hp., 1%, 2 and 
2%-ton models; 153-hp., 2 3/3-ton 
models; and 172-hp. in 3 and 34%2-ton 
models. The new power plants are de- 
signed to operate at sustained high 
speeds at lower cost on regular gaso- 
line. A hemispherical combustion 
chamber obtains more power from 
regular fuel with the help of a lateral 








overhead valve arrangement. More 
compact tractors permit larger pay- 
loads. New improved steering linkage, 
wider front treads, new frames, in- 
creased driver comfort and visibility 
make the vehicles safer and more effi- 
cient to operate. The manufacturer 
also has improved its six-cylinder line. 
Hydraulic power steering is available 
and the new models also have in- 
creased power, economy and efficiency. 
Dodge Division, Chrysler Corp. 

Circle No. 2 on Reply Coupon 


Sales Promoter 


A new machine talks whenever a 
person or car passes in front of it. It 
is being used by oil companies at sta- 
tions to deliver sales messages to 
motorists. Basically, the equipment is 
a small tape recorder, about the size 
of a box camera. The unit repeats its 
message without rewinding, and old 
messages are replaced with new ones 
by simply talking the new message into 


the machine. The old message is auto- 

matically erased as the new one is 

recorded. Michigan Electronics, Inc. 
Circle No. 3 on Reply Coupon 


Plastic Drums 


New, non-shattering drums are 
molded of Bakelite polyethylene. The 
drums are light and are made in ca- 
pacities of 5, 15, 30 and 55 gal. They 
can be used for gasoline and kerosine 
for a period not to exceed three months 
storage. However, the manufacturer 
feels that the drums will find wider 
acceptance for use in containing petro- 
leum byproducts and petroleum spe- 
cialty products. The plastic drums are 
designed to fit standard fiber, plywood 
and steel overpacks. The Interstate 
Commerce Commission and the Bu- 
reau of Explosives have issued and will 
issue permits for the shipment of cor- 
rosive and flammable liquids in the 
new drums, provided these products 
can be held by polyethylene without 
attacking the plastic. Delaware Barrel 
& Drum Co. 

Circle No. 4 on Reply Coupon 


FOR FURTHER INFORMATION 


On Any Equipment or 


Issue 


Giictashitia: 


Described in This 


HERES WHAT YOU DO: 


Circle the 


number on the coupon 


on next page 


which corresponds to the one that appears at the 
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Island ‘T' Lights 


Two new island “T” lights for sta- 
tions are available. The two styles are 
similar except that one is a flat cut-off 
model and the other is a 15-deg. angle 
model. The angle unit delivers a wider 
spread of light, the flat one a more 
intense light straight down. Both lights 
are made in four or six-tube models. 
The six-tube model produces about 
50% more light than the four-tube 
unit. The light fixtures are made of 
aluminum with the exception of a 
malleable cast slip fitter. A four-foot 
unit weighs 53 Ib. 

The single pin fluorescent tubes are 
changed easily by lowering the door 
which holds the glass lens. The single 
pin sockets are of the push type. It is 
only necessary to push the tube in one 
direction and it drops out. 

Socket wiring can be reached by re- 
moving the end plate from the fixture. 
The top channel in the light can be 
removed by snapping one end up after 


NATIONAL PETROLEUM NEWS 
Readers’ Information Service 

330 West 42nd Street 

New York 36, New York 





one of the end piates has been 
loosened. The slip fitter on the fixture 
slides over a 2 in. pipe and is tightened 
by means of three set screws. Top 
lights are available on the fixtures 
when desired and when furnished are 
mounted in place, wired and ready for 
operation by the manufacturer. Units 
are made in the standard four-foot 
length and also in eight-foot. Other 
multiples are available. The complete 
installation in eight-foot lengths is 
shown in accompanying photograph 
of the Richfield station. Rutledge 
Equipment Co. 
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Heavy-Duty Trucks 


A complete new line of heavy-duty 
trucks features four and six-wheel 
drive units. A mathematically correct 
proportioning of truck weight and 
power between front and rear wheels 
is said to result in 30 to 37% more tire 
life and 40 to 82% more tractive 
ability. Economy, performance and 
safety claims are backed by the Uni- 
versity of Wisconsin’s Truck Research 
Project. Other features include op- 
tional power steering, 12-volt elec- 
trical system, valve-in-head engines, 
Diesel engines available for all models, 
and stirrup-action clutch and brakes 
with clutch hydraulically assisted and 
brakes power assisted. The Four Wheel 
Drive Auto Co. 
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Tire Racks 


Double row racks for tires and other 
merchandise permit handling twice the 
load without increasing the rack: size 
proportionately. The equipment is 
made of heavy gauge, square steel tub- 
ing. Nesting caps are welded on the 
feet to facilitate stacking unit loads by 
lift truck. Longitudinal dividers of 
wood or steel, forming a “V,” can be 
included to hold the pieces in place. 
Equipment Manufacturing, Inc. 
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Flood Lighting 


New spot lamps are designed for 
lighting indoor and outdoor areas from 
unusually great distances. This includes 
the highlighting of service stations 
from end poles. The narrow beam 
of the new lamps provides uniform 
illumination of higher intensity than 
that of ordinary R40 lamps. The 
lamps are weatherproof and bulbs are 
made of hard glass. They fit conven- 
tional medium or mogul sockets. Avail- 
able wattages are 300 and 500. Radi- 
ant Lamp Corp. 
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New Electric Motor Line 


A complete new line of electric 
motors includes open, drip-proof, 
totally-enclosed, fan-cooled and ex- 
plosion-proof enclosures in ratings up 
to 40 hp. and 3,600 rpm. These new 
motors are built in accordance with 
the new National Electrical Manufac- 
turer’s Assn. frame size standards. The 
smaller frame sizes will be available to 
customers by January, 1954. The new 
motor line features modern styling, 
improved ventilation, greater protec- 
tion, a new conduit box arrangement, 
new bearing construction, and more 
versatile mounting. The new motors 
pack more horsepower into a smaller, 


more functional package. The Louis 
Allis Co. 
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of the stand provides storage space for 
cones, spacers, weight pliers and back- 
ing plates. Top of the stand is designed 
with a special shaft on which a back- 
ing plate can be mounted and locked 
into position to prevent turning. Then 
it’s a simple matter to attach the car 
wheel to the backing plate for easy 
servicing with wheel weights. Bear 
Manufacturing Co. 
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WARREN Seco decd 


MODEL B-58 
Face Mounted 
CLEARANCE LAMP 


Propane Gas Hose 

A new hose for propane gas is 
flexible and light in weight, yet will 
withstand working pressures of 350 
psi. It is designed for tank truck 
delivery service and comes in 100, 
125 and 150-ft. lengths. It is made 
with a three-braid reinforced carcass 
containing a synthetic compound 
which resists propane permeation. It 
has a smooth finish Neoprene tube 


SAFETY 
LAMPS 


MODEL 8-60 

Flush Mounted 

CLEARANCE LAMP 
Rugged, unique Snap Seal vapor- and explo- 
sion-proof construction holds shatterproof 
lens and thick aluminum alloy combination 


> MODEL B-78 
Flush Mounted 
STOP LAMP or 
TURN SIGHAL 
Class A— Type 


reflector and body casting of WARREN Lamps 


firmly together—pressure-sealed bubble-tight!—without screws, clips, wash- 
ers, springs, etc. Remove lens in one second with screwdriver — replace 
merely by snapping lens back into body. All WARREN Safety Lamps meet or 
exceed S.A.E. recommended procedure, LC.C. and State requirements . . . 
are guaranteed for 10 years against defective workmanship and materials. 





Wheel Weight Stand 


A new wheel weight stand provides 
storage space for wheel weights of all 
sizes from 2 oz. up through 6 oz. The 
tray is so designed that either a small 
card or plate may be fastened to the 
outside of each bin for identification 
of the weight size, or the weight itself 
will slip right over the outside rim, 
making it easy to pick up the exact 
size without hunting. The second shelf 





You'll never really know what trouble- 
free safety lighting can mean until you 
install sturdy, weather-proof WARREN 
Snap Seal Lamps on your vehicles. 


You owe it to yourself and your oper- 
ations to protect your drivers, equip- 
ment and loads with Suep Seals, the 
lamps that pay off in performance! 


BUILT TO LAST LIFETIME OF VEHICLE! 
WARREN Snap Seal Lamps are built to 
provide years of dependable perform- 
ance even in the toughest service. 
Their unique heavy-duty construction 
virtually eliminates the common causes 
of failure in ordinary lamps—wear, 
rust, corrosion and vibration. 


ASSURES BETTER, SAFER, LONGER- 
LASTING LIGHT—Enginecered to set 
new standards of safety, improved 
lighting and long life, WARREN Snap 
Seal Lamps deliver all that—and more 
besides! You'll prove this true quickly, 
once you install them. 


COST LESS FOR THE “LONG HAUL” 
You'll also is it profitable to stand- 
ardize on Snap Seals for replacements 
. .. to specify them on new equipment. 
Write for complete information today! 


Manufacturers of WARREN Manifold & Emergency 
Valves & Custom Built Machinery Since 1901 
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the RCP-400 SELECTO-FLO, 


DUAL UNITS ASSURE DELIVERY TO ALL 


DISPENSERS ALL THE TIME 


































REMOTE CONT 


The RCP-400 gives you the top performance of 
two motors and two pumps with this big PLUS — 


By a flick of an electrical control, a single motor and 
pump unit takes over pumping operation to all dispensers — 
gives uninterrupted delivery during repair or maintenance 
and permits balanced use of both motors and. pumps. 


The RCP-400 has all these advantages: 


@ Built-in stand-by — a vital feature 


@ No untried, unfamiliar components — every part 
proved in station use 


@ Located above ground for fast, inexpensive maintenance 
@ No special service techniques or equipment required 

@ Simple, inexpensive piping installation 

@ Inexpensive 3-wire electrical system 





PUMP 

















RCP-400 
FOR REGULAR 


How the Gilbarco RCP-400 Selecto-Flo* System Works— 


The “A” dispensers on the pump island start and stop 
remote pump “A.” In like manner, “B,” “C” and “D” 
dispensers start and stop their corresponding pumps. 


However, by means of a simple electrical control, either 
pump within an RCP-400 unit can be made to supply the 
other group of dispensers. (The “B” dispensers 

operating the “A” pump and vice-versa.) 

OR — and this is the built-in stand-by feature of the 
RCP-400 Selecto-Flo System — both groups of dispensers 
(all six in this instance) can be supplied by either side 
(“A” or “BY) of the RCP-400. 


Write for complete information 
(other models available for remote pumping of either one or two products) 





Gilbert & Barker 
Manufacturing Company 


West Springfield, Mass. 
Toronto, Canada 


*Trode-Mark 


Gasboy PUMP 


INSUMER ACCOUNT 


TOWE & TOWE 


338 Tolbot St. London, Ontario 





INDIANA 





Everything in Bulk Plant 


and 
Service Station Equipment 
INDIANA OIL EQUIPMENT CO. 


wi? Madison Ave., 
indianapolis 4, Iindiona 











OFFERING THE OIL INDUSTRY THE 
, FINEST IN OIL EQUIPMENT 
BULK PLANTS 
o SERVICE STATIONS 
@ TRUCK TANKS 

© ENGINEERING G SERVICE 


COFFIELD SUPPLY CO. 
1626 So. Main St. South Bend 24, Ind. 








MICHIGAN 








R. V. SEAMAN CO, 


Michigan’s largest wholesaler of 
truck tank, service station and 
bulk plant equipment. 
SAGINAW—DETROIT— 
GRAND RAPIDS 








NEW JERSEY 








EQUIPMENT 
for the 


OIL INDUSTRY 
° 
Rebuilt 
PUMPS — METERS — REGISTERS 
. 


PARTS FOR MOST PUMPS 
* 








SERVICE SPECIALTIES INC. 


| a ae | 
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and an outer covering of tough syn- 
thetic rubber compounded to resist 
weathering, sun checking and oil de- 
terioration. A static wire is built into 
the carcass to drain off static charges. 
Three sizes are available: 4% in., %4 
in., and 1 in. inside diameter. Hewitt- 
Robins, Inc. 
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LITERATURE 


Lift Truck Operation 


The fifth edition of How to Oper- 
ate a Lift Truck uses cartoon tech- 
nique to get its story across. The 
booklet has information about the op- 
eration of a lift truck, preventive 
maintenance, safety and basic mate- 
rials handling. Drawings for setting up 
an obstacle course are_ included. 
Hyster Co. 
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Burglary Protection 


A booklet on burglary protection 
describes how money chests protect 
valuables and reduce burglary insur- 
ance rates. The chests are made of 
heavy steel and are equipped with 
combination locks or time locks. They 
come in a variety of sizes ranging 
from 175 Ibs. to over two tons. Rem- 
ington-Rand Inc., 315 Fourth Ave., 
New York 10, N. Y. 
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Air Operated Pump 


A new type of pump which operates 
on air is described in a folder. It is 
recommended for stations with pits to 
drain grease, oil or other materials. It 
can be installed as a protective meas- 
ure in the case of an underground or 
partially lowered storage or work 
room. Yeomans Brothers Co. 
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Small Industrial Pumps 


A complete line of small industrial 
pumps is described in a new catalog. 
These pumps are designed for lubri- 
cating, hydraulic, transfer, circulating 
and burning oils service. Operating 
data, services and distinguishing fea- 
tures for each model are given to per- 
mit selection of a specific pump to do 
a certain job. Tuthill Pump Co. 
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NEW YORK 








RENICK & MAHONEY, INC. 


380 Second Avenue 
New York 10, N. Y. 
Bulk Plant—Truck Tank and 
Service Station Equipment 








OHIO 








TULLER EQUIPMENT Co. 


947 W. Goodal C. 





Complete Petroleum Service 


Builders of Service Stations 
and Bulk Plonts 








PENNSYLVANIA 








RUTLEDGE EQUIPMENT CO. 


334 Bivd. of Allies Pittsburgh 22, Pa. 


Rutledge Service Station Flood Lights 
GGB Equipment—Buckeye Valves 


ittings 
Granco Pumps G & Meters—Air 
Compressors 











West Penn Oil Equipment Co. 
512 Sondusky St. Cedor 1-8822 
Pittsburgh 12, Pa. 

Bulk & Service Station Equip. 

Erie Computing Pumps 
Pittsburgh Equitable Meters 
Roper & Marlow Pumps 








E. oO. HABHEGGER CO. 


‘airmount Ave., at 24th St. 
PHILADLPHIA, 30 


HABHEGGER 


For The Petroleum industry 
BULK PLANTS 
TRUCKS—SERVICE STATIONS 

















PENNINGTON EQUIP. & SALES CO. INC. 
442 Tinsman Ave. Williamsport 39, Pa. 
Wayne Pump Company Products 
Marlow Centrifugol G Bieckmer Rotary 
Pumps — Truck Tonks — Hose — Reels 
Storage Tanks — Pittsburgh Equitable 
Meters — Gasoline G Oil Equipment 
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Flat-Top Refueler Is as Efficient as It Looks 


Built-in top deck is feature of this latest type of mobile aircraft refueling 
equipment. Standard of California reports the truck is easier to keep clean than 
others, and safer and faster to use. Capacity is 4,000 gal.; delivery rate, 250 gpm 


NEWS OF MANUFACTURERS 





Lamson Buys Mobilift 


The Lamson Corp. of Delaware has 
bought a fork lifttruck business from 
the Mobilift Corp., Portland, Ore. A 
new Oregon subsidiary, Lamson Mobi- 
lift Corp. will take title to the assets. 
It will carry on the business as an 
integral part of the Lamson line of 
materials handling equipment. The 
Mobilift assets acquired by Lamson 
include all the facilities at the com- 
pany’s manufacturing plants at Port- 





TEXAS 





UNITED PUMP SERVICE & SUPPLY CO. 


1701 S. LAMAR DALLAS, TEXAS 


SALES & SERVICE 


BUCKEYE VALVES: COX WELLS: 
EVER-TITE: GOODRICH HOSE: 
GRANCO PUMPS: JOYCE LIFTS: 
OILCO LOADING ARMS: SMITH 
METERS: TOKHEIM PUMPS: 
WESTINGHOUSE AIR COM- 
PRESSORS. 











WEST VIRGINIA 





SMITH METERS 


H. H. TRUITT 


1403 8th Ave. 
untington 1, W. Va. 


Westinghouse Air Compressors 


Service Station or Bulk Plant Equip. 























land, Ore., and its five sales, service 
and parts branches at Berkeley, Calif.; 
Dallas; Chicago; Atlanta; and Ruther- 


ford, N.J. The Mobilift nation-wide 


dealer organization and sales force lo- 


cated at national industrial centers | 


throughout the country will be con- 
tinued. 


Trailmobile Expands in Omaha 


Trailmobile, Inc., is building a 
$350,000 division headquarters in 
Omaha, Neb. The new facilities will 
triple the company’s facilities in 
Omaha and completion is scheduled 
for April 15, 1954. 

The company also has set up a new 
factory branch in New Haven, Conn. 
Kenneth A. Jefferies is manager of the 
branch. 


Clark Names Dealer 


Clark Equipment Co., Buchanan, 
Mich., has named the Crunkleton Co., 
Charleston, W. Va., as distributor of 
its full line of materials handling 
equipment. Leslie D. Crunkleton, Jr., 
is manager of the dealership. Territory 
covered in West Virginia includes all 
counties south of and including the 
counties of Pleasant, Ritchie, Gilmer, 
Braxton, Webster and Pocahontas; in 
Ohio, the counties of Washington, 
Meigs, Gallia and Lawrence; in Ken- 
tucky, the counties of Lewis, Greenup, 
Carter, Rowan, Boyd, Morgan, Elliott, 
Lawrence, Magoffin, Johnson, Martin, 
Floyd and Pike. 
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Fageol Truck Agency 


The motor truck division of Inter- 
national Harvester Co. has contracted 
with Twin Coach Co. to provide the 
sales outlet for the entire production 
of Fageol van trucks. Sales and service 
will be handled exclusively by Inter- 
national Harvester Co. and its motor 
truck dealers. Twin Coach Co. repre- 
sentatives will provide liaison between 
factory and International truck dis- 
trict offices. 


Warner Names Distributor 


The George J. Fix Co., Dallas, is 
now a distributor in the Southwest for 
the industrial division of the Warner 
Electric Brake and Clutch Co., Beloit, 
Wis. The company also has offices in 
Houston, Fort Worth and Tulsa. 


Rice Pump Moves 


The new address of Rice Pump & 
Machine Co. is Belgium, Wis., near 
Milwaukee. The company has con- 
structed new and larger manufactur- 
ing facilities at the new location. Rice 
formerly was located in Grafton, Wis. 








ACCURATE LABORATORY 
TESTS 
GASOLINE OIL 
Standard Methods Employed 
Octane Ratings by A.S.T.M. CFR Unit 


554 BAGLEY 
PHONE WO 1-4870 


THE DETROIT TESTING 
LABORATORY, INC. 











BARRETT automatic 
Filling and Crimping Equipment 
for handling greases and other 

viscous fluids. 

@ No operator required. 

@ 100% air operated. 

Fills, seals, stomps and counts lug 
cover poils. Output of 15 poils per 
minute. Write for details on installe- 
tion to meet your requirements. 


BARRETT 


Wanufacturing Co. 





‘APRON RG PATIL ERR SFE app 





STAINLESS STEEL 
INTERNAL SAFETY 
VA LV EF now famous Wheaton quality 


is available in flanged emergency valves for chem- 
ical truck tanks having underneath control opera- 
tion. Valve is made of No. 316 stainless steel alloy 
highly resistant to most corrosive fluids. Equipped 
with practically indestructible Teflon disc and 
packing. Leakage is prevented by even valve seat- 
ing provided by a concentric, self-aligning plunger 
assembly. Low friction assures ease of operation, 
freedom from leakage and long, trouble-free serv- 
ice. Wheaton Valve No. 380SS. 
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STAINLESS STEEL 
VENT VALVW E- vesicnes t0c setieving 


pressure and vacuum in tanks. Simple ball check 

© POSITIVE and ports in the mushroom cap relieve excess 

PRESSURE AND pressure. Vacuum is relieved by admission of air 

VACUUM RELIEF through the side ports and vacuum valve disc. 

© SAVES Safety in case of fire, is afforded as baffle prevents 

VAPOR LOSS increased pressure from raising ball; permitting 

free venting. If tank is upset ball seats against 

© PROTECTS upper port, preventing drainage of tank thru vent. 

AGAINST FIRE = Made of No. 316 Stainless Steel for long service. 

© QUICK Cleaning is quick, simple — accomplished easily by 
the removal of two nuts. 


truck tank © 


WHEATON 
BRASS WORKS 
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BLAST OF COOL AIR coming from air conditioner is 
demonstrated by the rippling handkerchief held by station lessee 
Jay Barrilleaux. Viewing the demonstration are, left to right: 


Cooling ‘em Off for More 


Air-conditioned station islands 
are pong f tried out experiment- 
ally by the Signal Oil Co. at a 
lessee outlet in Indio, Calif., 
where 100-deg. temperature is 


commonplace in summer. 


Two air conditioning units have 
been installed on the canopy above 
the two pump blocks and a third above 
the restrooms. Cool air is blown from 
these units through ducts opening 
above the pumps ard the restrooms. 
The units are like those installed in 
desert homes and shops. 

Temperatures in the cooled zone 
range from three to six degrees below 
the town temperature. “To a motorist 
coming off the highway, it’s like being 
fanned by a wafting breeze.” said 
Howard Carr, Signal distributor in 
Indio. 

Squirt of Cool Air—Stations in 
Arizona, New Mexico and Texas have 
tried various ways to offer relief to 
motorists from the oven-heat. One 
device is to insert a hose through the 
window and squirt a stream of cold 
air in. Signal hasn’t gone for that. 


Sales 


One objection is that it’s too much 
of an extreme. 

Advertising—It’s also necessary to 
let motorists know about the cool 
treat; otherwise the effect is lost, said 


Bill and Howard Carr, Signal distributors; Dan Lundberg, 
petroleum trade association official; and Kay Olesen, auto- 
mobile dealer. Units are installed at pumps and restrooms 


Mr. Carr. So Signal has posted a series 
of signs on Highway 99 advising trav- 
elers that an air-cooled station lies 
ahead. 

Signal hopes the accommodation 
will attract enough new business to 
defray the cost of installing the $1,000 
units. Allied expenses, including signs, 


AIR-COOLED OASIS is offered motorists by this station in desert-heated Indio, Calif. 
Cooling units atop canopy cut temperature three to six degrees at pump blocks 
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Now... new, exclusive 
Air Lock brings “push- 
button” convenience to 


tire changing! 


As simple as ringing your 
doorbell as foolproof 
as a light switch that's 
the speed and depend 
ability Big Fours amazing 
new Henderson Air Lock 
now brings to tire changing 
No more fumbling and 
fussing with gadgets, that 
center and lock wheel 


BIG FOUR’S 


no more wasted time and 
motion . . . Big Fours new 
Air Lock does both jobs 
instantly, automatically 
And since both lock valve 


HENDERSON AIR 
LOCK AVAILABLE 
IN TWO NEW TIRE 
CHANGER MODELS 





and release button are con 
veniently located, there's 
no necessity to walk around 
machine. Time consuming 
steps are eliminated 
changer operates in a 
minimum of space! 


Both economy -priced Standard 
Model and heovy-duty Super 
Model includé Air Lock as well as 
all the feotures that have made 
the present Henderson Model so 


popuiar 


BIG FOUR INDUSTRIES inc. 


HENDERSON TIRE CHANGER DIVISION 
5938 CARTHAGE AVE. CINCINNATI 12, OHIO 


See Big Four's new Henderson 
models and the amazing Air Lock 
yourself. Call your jobber for o 
demonstration; or write, wire or 
phone for the nome of your near- 
est distributor 
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staff time and painting, will extend 
that figure. 

The Indio installation is regarded a 
“mock-up model.” After studying pub- 
lic response and performance, which 
may require several months, Signal 
will decide whether to air-cool other 
stations in hot locations. 





New Uniform Cloth 
Resists Water, Acid 


Uniforms containing Du Pont’s 
“Orlon” acrylic fiber are being exten- 
sively wear-tested at the service sta- 
tions of several major oil companies. 

These are the claimed advantages 
for the new material: 


1. Uniforms are said to hold 
their press after a car wash or 
even if exposed to a drenching 
rain. 

2. Tests indicate that a splash 
of acid from a battery will not eat 
holes in uniforms of “Orlon.” 


3. They have shown long wear- 
ing qualities in service tests. 


4. The initial cost of uniforms 
containing 90% “Orlon” and 
10% rayon (a fabric woven by 
Burlington Mills) is said to com- 
pare favorably with the price of 
existing uniforms. There is also 
a lighter weight uniform of “Or- 
lon” and cotton (a Riegel fabric) 
that is less expensive. 


According to Du Pont’s textile fibers 
department, the uniforms can be ma- 
chine or hand washed, and hung up to 
dry dripping wet. They will dry quick- 
ly and little or no ironing is required. 

The uniforms are light in weight, 
yet are said to be warm enough for 
year-round wear. The fabric of 90% 
“Orlon” and 10% rayon is available 
in 1l-oz. gabardine or 14-oz. twill. 





Two-Way Radio 


The General Gas Corp., Baton 
Rouge, La., is installing two- 
way radio equipment in its Baton 
Rouge district truck fleet to im- 
prove service to retail LP-gas 
customers. 


The new equipment, tested in 
a series of pilot trials, is ex- 
pected to result in greater mo- 
bility in deliveries. Installation 
is being made by General Elec- 
tric. 











Colors include Air Force blue, cadet 
blue and spruce green. 

Du Pont says seven major oil com- 
panies are testing uniforms containing 
“Orlon” acrylic fiber. Standard of 
Ohio, after preliminary tests, has pur- 
chased for its station salesmen several 
thousand pairs of trousers, jackets and 
caps of the 11l-oz. gabardine contain- 
ing Orlon and rayon in cadet blue. 

Neat appearance on the part of 
service station dealers and their em- 
ployes is the objective of all oil mar- 
keters, both major companies and 


jobbers. For that reason they devote 
a lot of time to arranging for the mass 
production of desirable uniform out- 
fits which can be offered for sale at 
low cost to their station men. 


Equipment Firm Moves 


The Pennington Equipment Sales 
Co., Inc., Williamsport, Pa., has con- 
solidated its operation at one head- 
quarters. The new location is at 220 
South Russell Ave., Williamsport, 
near highways 14 and 220. 








Package Appeal... 
Product Protection... 


VEiett contavenes 


when you use 


GPE 


STEEL SHIPPING 
CONTAINERS 


E-Z-FILL GREASE 
GUN LOADER PAIL 


Grease gun can be loaded directly 
from container. Clean, fast, eco- 
nomical! 25 and 35 pound sizes. 
@G. P.& F. makes steel con- 
tainers for almost every pur- 
pose and product. Designed 
to sell as well as protect, 
they are finished in attrac- 
tive solid colors, or can be 
lithographed with your own 
design or trademark. You 
may order in straight car- 
loads, mixed carloads or 
smaller quantities. 


(GPT\. GEUDER, PAESCHKE & FREY CO. 
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Midwest 


By Leonard Castle 





Jobbers Have a Complaint—Shell 
jobbers in many parts of the Midwest, 
particularly Minnesota, Wisconsin and 
Iowa, remain dissatisfied despite the 
company’s announcement that it has 
increased margins on premium grade 
gasoline. (See NPN, Nov. 11, p. 4.) 

The margins on premium, they re- 
port, is 3.25¢ per gallon. This is the 
same as premium margins of other 
suppliers in the area. But, Shell job- 
bers say, their margin on regular gaso- 
line is still 2.75¢, while competing 
suppliers widened their margins on 
regular to 3¢ following the general 
price increases last summer. 

Some Shell jobbers say they are par- 
ticularly unhappy at the manner in 
which the company rejected their re- 
quests for increased margins on regu- 
lar gasoline. 

They were told, they say, that “a 3¢ 
margin is too much for a jobber,” and 
that the company is marketing such a 
good product that it can be sold with- 
out jobber assistance. Because of this 
high quality product, the jobbers say 
they were told, Shell jobbers are able 
to market more gasoline and make a 
wider profit than jobbers of other 
supplying companies. 

At least one Shell jobber said he is 
looking for a new supplier and is buy- 
ing as much product on the outside as 
he can. Other major companies re- 
portedly are starting to solicit Shell 
jobber accounts. 

A new association of Shell jobbers 
in Minnesota is continuing its efforts to 
solve the problem. Some Shell jobbers 
in Iowa report they are planning to 
organize a similar association. 

Heading the Minnesota Shell jobber 
organization is Sheldon Smith of Smith 
Oil Co., Stillwater. Peter Rettinger of 
the Rettinger Oil Co., Long Lake, is 
secretary-treasurer. Directors are J. V. 
Freyberg, Mankato Oil Co., Mankato; 
Lee Hewitt, Hewitt Oil Co., Alex- 
andria; and Ralph Pennington, Pen- 
nington Oil Co., Amery, Wis. 
Jobbers Took Part—Many Mid- 
west jobbers were prominent in activi- 
ties of the American Petroleum Insti- 
tute’s annual meeting in Chicago last 
week. And most of them a 
annual meeting of the Nati 
Jobbers Council the week 

Serving on the API’s board of direc- 
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tors were Myles F. Hall of Como Oil 
Co., Duluth, Minn., and R. L. Kent of 
Kent Oil Co., Salina, Kan. Mr. Hall 
also is president of the Northwest Pe- 
troleum Assn. 

Midwest jobbers serving on the mar- 
keting division’s general committee 
were C. H. Arnold of Arnold’s Serv- 
ice, Fargo, N. D.; Royal E. Decker of 
Plymouth Oil Co., Detroit; Mr. Kent; 
Stanton K. Smith of Smith Oil & Re- 
fining Co., Rockford, Ill; Roy J. 
Thompson of Apex Motor Fuel Co., 
Chicago; and Russel S. Williams of 
Gaseteria, Inc., Indianapolis. 

Mr. Smith also was national chair- 
man of Oil Industry Information Com- 
mittee in 1953 and Mr. Thompson is 
chairman of NOJC. 


Serving on the Jobber Advisory 
Committee were Mr. Arnold, Mr. 
Kent, Mr. Thompson, Mr. Williams 
and Miles Mills of Oils, Inc., Des 
Moines, Iowa. 

Active on the Service Station Advi- 
sory Committee were Miles Schermer- 
horn of The Schermerhorn Co., La 
Salle, Ill., and Russell S. Williams, Jr., 
of Gaseteria, Inc. Mr. Schermerhorn 
also is president of the Illinois Petro- 
leum Marketers Assn. 


Atlantic Coast 


By 
Raymond E. Bijorkback 





TV Sales Meetings—Newest thing 
in sales meetings in the East is the 
closed-circuit television broadcast for a 
company’s entire sales force — the 
members sitting right in their home 
divisions or regions. 

Both Atlantic Refining and Esso 
Standard, who've tried it, say it not 
only saves travel time and expense; it’s 
a dramatic and effective way of in- 
forming whole field forces about a new 


_ product simultaneously. 


Every field man gets the sales 
“pitch” just the way it’s planned, in 
contrast to distortions or omissions 
which sometimes result from re-telling 
the sales story in the field after a head- 
quarters meeting for key field men. 

Also, the show can be filmed, and 
the film shown by salesmen at dealer 


meetings. 
Outsiders can’t tune in the telecast 
because it goes through a special cable 
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hook-up only to the receiving sets in- 
stalled in the various meeting places. 

Atlantic put on a 50-minute “private 
wire” telecast from its headquarters 
city, Philadelphia, to introduce its new 
premium motor oil. 

Then Esso introduced its new premi- 
um gasoline with an hour-long show 
originating in its home-office city, New 
York. 

Top executives and others described 
the products, outlined their develop- 
ment and manufacture and plans for 
marketing them, and showed and dis- 
cussed advertising and promotion ma- 
terials. 

The Atlantic show was seen-and- 
heard by audiences totaling more than 
800 in seven cities — Philadelphia, 
Reading and Pittsburgh, Pa.; Rich- 
mond, Va.; Providence, R. I.; Syra- 
cuse, N. Y., and Jacksonville, Fla. 

Esso’s audiences totaled more than 
2,000 in New York, Boston, Syracuse, 
Newark, Philadelphia, Pittsburgh, Bal- 
timore, Richmond, Huntington, W. 
Va., Charlotte, N. C., Columbia, S. C., 
Memphis, and Little Rock, Ark. 

Esso had its program transcribed on 
film. So far it has shown the film to 
about 8,000 of its deaiers. Hereafter, it 
probably will have the script of any 
similar telecast revised for any tran- 
scription for dealers to suit the audi- 
ence-interest difference. 


Accounting Manuval—The Empire 
State Petroleum Assn.’s members have 
been accepting the association’s offer 
to buy a copy of the API’s new jobber 
accounting manual for each of them. 
ESPA has mailed about 100 copies so 
far. 

Some members had been given 
copies by their suppliers. 

ESPA decided at its fall meeting to 
drop its project for drafting its own 
accounting manual in favor of the 
ready-made manual. 


LP-Gas Market Growing—Socony- 
Vacuum is betting on the growth po- 
tential of liquefied petroleum gas in 
the northeast with its third new “bot- 
tle” filling and distributing plant in 
that section in the last four years. 

At the same time, it’s effecting some 
operating economy with this latest 
plant, which was being opened Nov. 
20 on the premises of Syracuse, N. Y., 
bulk plant. 

The LP-gas business has been going 
well in the Northeast. Some say it’s 
actually been benefited in those areas 
which have been entered by natural 
gas. Points out one man: 

“Every time there’s any bit of 
natural gas activity, we find house- 
holders—beyond the reach of the gas 





Only MILVACO makes so wide a variety, so complete a 
line of performance-proved Gate Valves! There's a 
size for every requirement — from 12" 

all the way up to jumbo 6”; there's a style to 

meet your every need — flanged or screwed, rising 

or non-rising stem; there's a material to fit your 
specifications — bronze or Milvaloy. 

No matter what your requirements may be, 

you'll find the right answer at Milwaukee Valve! 
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mains—getting interested in LP-gas. 
Sureness of supply is one thing that 
‘sells’ them.” 

Another factor encouraging LP-gas 
expansion here is the continuing move- 
ment of city dwellers to suburban and 
urban areas. 

Socony’s new Syracuse plant will be 
supplied mostly by tank car from 
Texas. Heretofore, filled cylinders 
have been trucked to Syracuse—some 
200 miles from Socony’s Paulsboro, 
N. J., refinery—and the empties 
trucked back. 

Like the “bottling” plants Socony 
has opened at Burlington, Vt., and 
Norwalk, Conn., since 1949, the Syra- 
cuse installation has the latest operat- 
ing and safety features—forced-air 
circulation in pits below filling scales, 
automatic air exhausts, full buffering 
in the filling room, spark-proof con- 
crete flooring, and maple lattice grill 
flooring above finned heating pipes for 
de-icing of cylinders (in cold weather) 
and drying of cylinders preparatory to 
painting and stenciling. 


Association Honored — The Penn- 
sylvania Grade Crude Oil Assn. has 
been awarded a Certificate of Merit by 
the American Trade Association Exec- 
utives. The basis for the honor was de- 
scribed as: “. . . for its very effective 
work in helping revive an industry 
which had fears in 1923 of becoming 
almost dormant. Through a sustained 
program over a span of years, this as- 
sociation of oil producers, refiners, and 
jobbers has taken a leadership role in 
the industry’s creation of specialized 
lubricating oils and other products. Its 
success has been based upon extensive 
scientific research, improvement of 
quality, sales promotion, and surveys 
of foreign and domestic trade.” The 
Pefinsylvania Crude Oil Assn. is com- 
posed of approximately 300 producers 
of Pennsylvania Grade crude oil, nine 
refiners, and some 300 marketers. 


Pacific Coast 


By Frank Breese 





Drive for Business—General Petro- 
leum is laying the groundwork for a 
campaign to increase business 35% by 
Oct. 1, 1954. 

That’s the target date for the 35,000- 
b/d Ferndale, Wash., refinery to go on 
stream, sharply jumping throughput 
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from its present 100,000-b/d capacity 
at its Torrance, Calif., refinery. 

Robert L. Minckler, GP president, 
told the California Petroleum Press 
Club the continuing increase in de- 
mand will absorb some of the 35,000 
b/d. He added, “It means we’ve got to 
take business away from our competi- 
tors.” 

Mr. Minckler said that GP is ex- 
panding its program of service station 
acquisition as one means of preparing 
for Ferndale. He remarked laconically 
that he wasn’t going to discuss any 
plans that would give his competitors 
any idea what GP intended to do. 

The GP president sounded the first 
strong note of optimism since inven- 
tories began piling up this spring. In 
contrast to complaints of producers 
and mournful cries of marketers, Mr. 
Minckler said confidently that the in- 
ventories were at a good level and that 
the market was firm. 

A year ago, he said, the shortage 
was acute. He remarked, “I don’t know 
of anyone in the oil business (on the 
West Coast) that’s taking a licking 
today.” 


Good News for | ents— 
The Serve Yourself and Multiple 
Pump Assn. has told its members that 
leasing of 25 Frank Urich multi-pumps 
by Standard of California will give 
them more business. 

“The number of competing Inde- 
pendents will be materially reduced.” 

Dan Lundberg, executive secretary, 
wrote to the members. “Disappearance 
of these important units will set adrift 
a considerable number of motorists 
who will shop around for new homes. 
These Independent-hipped motorists 
will seek out you.” 

The main reason the initial fabulous 
self-serve volume fell off was that the 
Independent market became saturated 
with self-serves. They cut into one 
another’s business. 

“With all due respect to Standard,” 
wrote Mr. Lundberg, “its appeal is 
hardly centered among hill-billy, large- 
ly earthy folk as (Mr. Urich’s) has 
been.” 


In the Dark—A recent Du Pont sur- 
vey supported the contention that the 
majority of drivers don’t know how 
much they pay for gasoline. Recently, 
Jack Case, Wilshire Oil Co. sales man- 
ager, made an informal, one-man 
survey. 

His findings, pertinent and amusing, 
jibed with Du Pont’s. 

Not a single person named a figure 
below 29¢ when asked how much they 
pay. Typical postings for regular gaso- 
line at Independent stations is 25.9¢. 

A businessman said, “I know this: 





I'm paying 8¢ in taxes, whatever the 
price is.” 

Another guessed 34¢. A jalopy- 
jockey hazarded 32¢, then said he 
didn’t know. 


A housewife replied, “15¢?”. 


OK to Exchange—A group of Cali- 
fornia Petroleum Distributors Assn. 
members were informed by an antitrust 
official that it is not illegal for them to 
exchange credit information. 

William C. Dixon, head of the Pa- 
cific Coast antitrust office, told them 
it is all right to make available lists of 
delinquent accounts for the guidance 
of other distributors. 


Backing Conservation — Three 
West Coast major oil companies have 
gone on the record as favoring state- 
controlled oil conservation for Califor- 
nia: Richfield, Standard of California 
and General Petroleum, GP being the 
most recent to make its position 
known. 


The earliest date legislation could be 
enacted would be 1955, since next 
year’s legislative session will be 
budgetary. 


Happy with the Pipe Line—Trans 
Mountain Oil Pipe Line Co. was the 
beneficiary of some favorable public 
reaction after the new Edmonton-Van- 
couver line began flowing crude oil last 
month. The price of gasolines and 
heating oils was dropped 1.1¢ an im- 
perial gallon by Imperial Oil Co., 
which is now receiving crude via the 
pipe line. Explanation was that the line 
reduced transportation costs, enabling 
the cut. 


Sales Through TV—In San Mateo 
County, Calif., a survey showed that 
69% of the families have television 
sets (80,250), a high percentage. Dealer 
Al Friedel tries to get a message to as 
many set owners as possible by giving 
away weekly TV schedules, listing all 
San Francisco Bay Area channels and 
programs, at his station every Friday. 
Each schedule carries a sales message. 
Mr. Friedel claims it’s helped business, 
that a number of car-owners pick up 
schedules regularly. 


Northwest Gas Hearings — The 
Federal Power Commission has resum- 
ed hearings on proposals by three nat- 
ural gas companies to pipe natural gas 
into the Pacific Northwest. Observers 
predict the hearings probably will last 
well into December. Pacific Northwest 
Pipe Line Corp. wants to supply gas 
from San Juan Basin while the other 
two companies—Westcoast Transmis- 
sion and Northwest Natural Gas Co. 
—will use Canadian gas. 
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Popular Ford F-500—for six years the sales leader in the 1'-ton class. 
Wheelbases for 7'2- to 13-ft. custom bodies. Choice of V-8 or Six engine. 
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“Areal profit builder” 


“Time saved is money in the 
bank for me. Our new, time- 
saving Ford Truck is a real 
profit builder,” says Don H. 
Miller, Distributor of Shell 
Products, Cedar Rapids, Iowa. 
“We are now able to make one 
extra trip per day! The V-8 
engine is big on performance 
—light on gas and oil. 

“I like the Ford because it 
handles so easy in heavy 
traffic, makes fast work of 
maneuvering in ‘tight spots.’ 


And Ford’s Driverized Cab 
sure fills the driver’s bill. 
Visibility, room, real comfort 
. .. it’s got ’em all! 


“One reason I chose Ford is 
that Ford’s got such a good 
reputation for long life that 
I can count on a higher price 
for my truck when I come to 
trading it in.” 


Ford’s new F-500 is also 
available as a sturdy 9- or 
12-ft. Platform-Stake. 


November 18, 1953 + NATIONAL PETROLEUM NEWS 


WHAT ABOUT YOU? Could 
Ford’s popular, 1% -ton 
F-500 work to your advan- 
tage? For complete informa- 
tion, write: Ford Division, 
Ford Motor Co., Dept. T-18, 
Box 658, Dearborn, Michi- 
gan—or call your Ford 
Dealer, today! 


FORD 
ECONOMY 
TRUCKS 


SAVE TIME + SAVE MONEY «+ LAST LONGER 
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In 1903 the trucking industry was born and 
within a year the infant had grown to 700 ve- 
hicles in commercial use. Now, 50 years later, 
there are more than 13,000 times that number— 
more than 9.5 million—rolling over the highways. 

As an operator of trucks and a supplier of the 
fuels and lubricants they use, the oil industry 
has more than a passing interest in taking inven- 
tory of the future on the occasion of this golden 
anniversary. 

Anything which affects the economics of truck- 
ing—more stringent weight laws, higher taxes, 
ton-mile taxes, etc.—also hits the oil marketer and 
his transportation costs. Similarly, anything which 
governs the size or number of trucks, or the 
area in which they may operate, will be reflected 
in the amount of fuels and lubricants used by 
trucks. 

Restrictive legislation affects trucker and mar- 
keter alike—it places an arbitrary economic and 
legal limit on the sphere of his transportation 
activities. 

Higher taxes mean greater transportation costs. 

A combination of the two may affect not only 


The Department of Justice seems to be giving 
the Communists much more of a break when it 
comes to suing them than it gives the oil industry, 
or even other business interests who pay the 
taxes of government. 

In Cleveland the other day, the Department 
had a grand jury indict some notorious Com- 
munists. But instead of merely a broad sweeping 
allegation that the Commies had “committed a 
crime”—time, place and who were present not 
disclosed—the Department, quite carefully stated 
street addresses, days of months and names of 
the people who were alleged to have been present 
when the alleged “crime was committed.” 

How different that is from the practice generally 
followed when it comes to suing industry, and 
especially the oil industry. In such cases, the 





Oil Has Big Stake in Trucking Industry Future 


the marketer’s own transportation picture, it can 
also be reflected in the market for truck fuels 
and lubricants. 

Wide acceptance of the “piggy-back” idea of 
moving truck trailers by rail may mean less fuels 
and lubricants consumed, especially on long hauls. 

Development of new power plants—such as 
the gas turbine—may bring more economical 
operation to the trucker and a change in type 
of fuel demanded of the marketer. 

Wider use of Diesel trucks means greater de- 
mand for Diesel fuel—ditto LP-gas. 

So, on the eve of this golden anniversary, the 
oil marketer’s look ahead has a two-fold purpose: 

1—To guard against restrictive and costly legis- 
lation which may affect the marketer’s sphere of 
operation and his transportation costs, and 

2—To be alert to new truck developments 
which will affect the-nature and size of his mar- 
ket or the type of products he will have to supply. 

There is ample benefit to be derived to warrant 
close co-operation with the truck industry by 
keeping a watchful eye on future trends and de- 
velopments—legislative, technical and economic. 


Oil Commands Less Respect Than Commies 


Department’s procedure has been to make just 
the general charge of “a crime” following which 
its lawyers protest violently and in a most offended 
manner when asked for a “bill of particulars” 
stating when and where and in what manner the 
crime was committed. Their usual answer has been 
that, “Oh, they know all that already, so why 
take up the court’s time with such details? It’s 
in their own files.” 

Maybe the international oil companies, instead 
of first requesting a “bill of particulars” with re- 
spect to the “cartel” charges against them, should 
move for the court to ask the august Department 
of Justice, “Is it necessary for the oil men to 
become Communists in order to get the simple 
justice that the statutes give the drunks and 
Commies?” 
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HIGH DETERGENCY 


with the Veedol High-Detergency 
“Film of Protection” 


1S jas let your customers waste the 
horsepower built into their mod- 
ern engines! Now they can seal in all 
the power their cars can deliver . . . 
with the famous VEEDOL High- 
Detergency “Film of Protection!” 


Made from 100% Pennsylvania crude 
oil, new VEEDOL High-Detergency 
motor oil resists blowby —seals in 
horsepower. The detergent properties 
of this great lubricant hold contami- 
nants in suspension . . . your engine 
drains cleaner. And a protective anti- 
corrosion film is formed on metal sur- 


faces to fight acid “engine sweat.” 

To “tell the world” this amazing 
horsepower story, Tide Water Asso- 
ciated is publishing a long-range 
advertising campaign in Look, 
Collier’s, Saturday Evening Post, and 
Life magazines. 

Watch for these ads. We think 
they'll make you want to try VEEDOL 
High-Detergency motor oil in your 
own car—and then add it to your line, 
so that you and your customers won't 
waste any of the horsepower built 
into powerful modern engines. 


TIDE WATER 

sae associate 

a A Oil COMPANY 
=a, 
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Fuel Supply Dominates Trade Interest 


By Frank Holman, NPN Staff Writer 


Some of the nation’s price wars began clearing 
up last week and residual fuel prices continued to 
rise in the Mid-Continent, but these developments 
failed to divert trade attention from an increas- 
ingly critical over-supply situation in light fuel oils. 


At mid-November, continued mild weather further un- 
settled distillate markets east of the Rockies. In the Mid- 
west, there was an embargo on all Great Lakes pipe line 
shipments because of a glut of Nos. 1 and 2 fuels in the 
system. Light fuels attracted virtually no interest at the 
Gulf, and supplies were freely available along the Atlantic 
Coast. Eastern sources said that “too much cheap” No. 2 
fuel had caused contract customers to stray to “discount” 
sellers. 

Raiding of 100% distributor accounts in the East was 
said to have affected every barge buyer and many rack 
buyers of one major New York Harbor No. 2 fuel mar- 
keter. “Savings” on 4,500-5,000-bbl. barge lots in these 
instances were said to run as high as 0.75¢ gal. 

Heavy fuels strong—Heavy fuels were quiet in coastal 
markets, but showed considerable strength in the interior. 
Refiners’ No. 6 fuel prices began moving up 5¢ from $1.30 
to $1.35, Group 3, with open market traders declaring 
there was no product available on a spot basis at the lower 
figure, for resale. 

Added strength in residuals was apparent also in the 
Chicago refining area, but no terminal price increases were 
reported. At the retail supply level, however, Arrow 
Petroleum Co., a large independent distributor, announced 
it was advancing its tank wagon prices 0.5¢ gal. for Nos. 5 
and 6 fuels to 8.9¢ and 7.75¢, respectively, in largest 
quantity brackets, effective Nov. 16. 

Arrow’s tank wagon increase, however, compensated 
for only part of the 0.8¢ advance which has taken place 
in terminal prices since the middle of June. Considerable 
“feeling,” meanwhile, has been apparent on both sides of 
the supply picture in Chicago. Primary suppliers said cer- 
tain of the secondaries and resale agents have been selling 
to the consuming trade at terminal prices, plus brokerage. 
On the other side of the fence, larger secondaries said they 
were caught in a “squeeze” because “price cutters” pre- 
vented them from advancing retail prices to make up for 
the advances at wholesale. 

Mexican contract closed—Principal trade disclosed the 
past week was in Mexican bunker “C” fuel with a large 
east major reportedly contracting for several million bbls. 
over a One-year period. Quantities to be lifted will be a 
minimum of 300,000 bbls. per month and a maximum of 
500,000. Price, including duty allowance, was said to 
figure “about low OILGRAM (U.S. Gulf), date of lifting.” 

Despite the strength of heavy fuel in the Mid-Continent, 
there was little open market demand. However, sale of 
50,000 bbls. of No. 6 was reported by a tank car marketer 
for shipment over the next three months at “Wall Street 
Journal (Chicago edition) low, date of shipment.” 

Over-all easiness prevailed in regular-grade gasoline in 
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virtually all wholesale markets, but did not extend to 
premium grades. Refiners said the reason for this was the 
increasing popularity among motorists of “alphabetized 
additives” plus the normal seasonal swing to premium 


At Great Lakes pipe line terminals, refiners and brokers 
said “discounts” on regular gasoline had widened by an- 
other 0.125¢, to 0.375¢. Some said the wholesale gasoline 
situation was “bad” at Minneapolis. At Chicago, a broker 
offered regular gasoline at the pipe line terminal at 12.625¢, 
FOB Chicago District, reflecting 0.125¢ drop in his cost. 


Retail markets for gasoline worsened in some instances 
and improved in others. One of the worst price wars ever 
to hit any city began clearing up last week when retail and 
dealer tank wagon prices in Wilkes Barre, Pa. began ap- 
proaching “normal.” Following prices are in cents per gal. 
and do not include state and federal taxes which are shown 
in parentheses: 

Wilkes-Barre, Pa. (7¢)—Three suppliers raised their 
dealer tank wagon prices 3.5¢, to 16.2¢, and sources said 
the end of the war appeared “closer than ever” even though 
“bad feeling” made a new outbreak “not improbable.” 
Most other marketers in Wilkes-Barre posted 12.7¢ to their 
dealers, up from 3.7¢ from the previous week end. Retail 
prices at stations handling major brands generally were at 
16.9¢; “normal” retail is 20.9¢. 


Scranton, Pa. (7¢)—Price war of several months standing 
was on the mend with tank wagon prices up from 7.7¢, 
to 12.7¢, and one major supplier at 16.2¢. Since Atlantic 
Refining’s recent 0.3¢ drop in regular was put into effect, 
16.2¢ is considered the new “normal.” At the height of 
the retail fight here, retail postings mostly were at 11.9¢ 
with occasional 10.9¢ and 9.9¢ prices at some smaller 
outlets. Sun Oil stations were first to take down “cut price” 
signs, according to reports. 

Philadelphia, Pa. (7¢)—Abatement of “discounts” in 
southwest end of town leaves gasoline tank wagon prices 
for regular-grade here generally at 15.8¢. Several sup- 
pliers who had been allowing dealers 1.7¢ “voluntary 
allowance” in section of city nearest Chester, withdrew 
this discount. In Chester, meanwhile, price signs were 
coming down at most stations. 


Hartford, Conn. (6¢)—Hope that the retail gasoline war 
that has raged on and off here for greater part of three 
years may be nearing an end was voiced by jobbers. Sources 
said that a number of major brand stations raised their 
prices for regular gasoline to “normal” 20.9¢, following 
recent 2.1¢ hike in dealer tank wagon to 16¢ by several 
suppliers. Prices at private brand stations in Hartford and 
East Hartford, however,. reportedly were unchanged at 
14.9¢ and 15.9¢. 

Memphis, Tenn. (9¢)—Month-long gasoline price war 
showed signs of ending as private brand stations generally 
raised prices for regular at the pump to 17.9¢—within 1¢ 
of “normal.” Most major brand outlets earlier had gone 
back to “normal” of 21.9¢. Low point in the price war 
was reached when retail was off 7¢ and was said to have 
started with week-end specials by a private brander. 
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Tulsa, Okla. (8.5¢)—Retail prices for regular gasoline 
were down 2¢ to 3¢, to 14.4¢, at private brand stations, 
with major brand dealers threatening to follow if private 
brands do not go back up. 


Oklahoma City, Okla. (8.5¢)—Total reductions in retail 
gasoline prices range from 5.1¢ to 7.1¢ with private bands 
at 11.4¢ to 12.4¢ for regular, and major brands at 13.4¢ 
to 14.4¢. Continental Oil Co., meanwhile, lowered its 
dealer tank wagon price for regular 1¢ to 13.4¢. 


Gulf Coast 


Cargo, Barge Trade Still Slow 


Slack trading presisted at the Gulf through the second 
week of November, and prices were unchanged and easy 
for light products. Refiners were waiting for cold weather 
to step up orders for heating oils. Meanwhile they were 
actively negotiating for 1954 upriver gasoline barge sales 
contracts. 

Easiness in prices still centered on gasolines and high 
d.i. gas oils. On the other hand, it generally was said that 


there were “signs of a bottom somewhere” on gasoline,,. 


considering that a number of “very low” bids have been 
turned down. At least there was some interest, which most 
refiners said was an improvement over the recent past. 

There continued to be reports that buyers are making 
almost no calls for high d.i. gas oils. Export sales are off 
considerably from the Fall season of 1952, and offerings 
are plentiful. It was the opinion of some in the trade that 
bids for some of the gas oils are being scaled down to more 
in the neighborhood of No. 2 fuel—8.25¢. 

Bunker oil was firm and quiet, but this oil, like most 
others, attracted few bids for spot quantities. According 
to several sources, falling rates for North-of-Hatteras dirty 
tanker trips reflected lower than anticipated heating de- 
mands for residual in the principal eastern cities. 

No sales disclosed. 


Atlantic Coast 


No. 6 Fuel Only Firm Product 


Residual fuel oil was described as the only product “with 
a semblance of firmness” by East Coast trade sources the 
past week as warm weather continued to hold back sales of 
distillates. 


Warm weather to some extent also depressed sales of 
residuals in metropolitan areas, but the pressure of imports 
so far this season has not been such as to cause storage 
difficulties at terminals. 


“Every warm day means more unsold distillates,” was 
the frequent comment of seaboard terminal operators, but 
occasional cold snaps have boosted sales smartly for short 
periods. When a “freak” storm hit New York harbor, re- 
ports were that spot lots of No. 2 fuel no longer were 
available at 9.15¢, and were held for 9.4¢; these prices 
were not confirmed, although some sales reportedly were 
closed at the higher price.‘ Most harbor suppliers quoted 
9.9¢ for No. 2 fuel in barge lots. 
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Gasoline also was weak. Some suppliers estimated that 
bids down to 12.5¢ “probably” would bring out regular- 
grade in quantity at New York harbor. The low reported 
price for barge-lot gasoline was 13¢ at New York. 

On almost any product, at almost any point along the 
seaboard, an interested buyer could start from the quoted 
price and talk his way to a “discount” for prompt, spot 
shipment. 


Chicago District 


Residuals Show Increased Strength 


Residual fuels were in tight supply in Chicago District 
last week and prices “stronger than ever,” according to 
suppliers and open market traders. 

Gasoline, on the other hand, was available through open 
market sources at 0.125¢ wide “discount,” but demand for 
product was dormant. Although light fuel prices were steady 
at the wholesale level, lack of normal November demand 
brought on added easiness. 

Some suppliers said easiness in light fuels was confined 
to “shading” of yard prices to haulers in one or two sec- 
tions of the city. Others said these products reflected long 
inventory positions when tow barges arrive and some of 
the material “needed a home.” 

Easiness in gasoline at other points along the Great Lakes 
Pipe Line also was apparent in Chicago when a broker 
lowered his price for regular-grade gasoline 0.125¢ to 
12.625¢, FOB Franklin Park (Chicago District). He dis- 
closed no sales. Suppliers’ quotations for regular gasoline 
ranged from 12.85 to 13.6¢, FOB Chicago District. 


Midwestern (Chicago-E. St. Lovis Area) 


Residual Fuel Prices Rise 


One refiner in Midwest raised his No. 6 fuel price 5¢ 
last week and indications were that others might soon fol- 
low. Light fuels, meanwhile, again were hurt by relatively 
mild weather, although some refiners said demand for these 
products was “not too bad” at farthest north points of the 
central states. 


Gasoline was easy and refiners said “discounts” were 
0.125¢ “wider” in some cases at Great Lakes Pipe Line 
terminals. 


Refiners’ prices for No. 6 fuel ranged from $1.30 to 
$1.35, up 5¢ on high from previous flat quotation of $1.30. 
Tank car marketers generally raised their prices to $1.35, 
but one large open market source said suppliers were ask- 
ing $1.35 from resellers as well as from the trade on 
immediate spot orders. 

Meanwhile, feature transaction for the period was a 
marketer’s sale of 50,000 bbis, of No. 6 fuel for shipment 
over the next three months at “Wall Street Journal (Chicago 
edition) low.” 

Light fuels were quiet and prices were easy at some 
terminal points, but in face of no buying inquiries, sources 
said there was “no telling” what material would sell for in 
open market. 
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Summary of Daily Gasoline Prices (Nov. 10 through Nov. 16) 
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Central Michigan 


Residual Fuels Show Improvement 


In general, residual fuels were firmer in Central Michigan 
during the second week of November and some refiners 
said they now are having to “live with” contracts made last 
fall and summer that no longer are attractive. 

Relatively mild weather still held light fuel shipments to 
a slow pace, but several refiners said demand was steady, 
nevertheless. Call for gasoline was good and prospects were 
favorable for continuing good demand to the end of month 
because of deer hunting season. 

Although light fuel shipments at mid-November still were 
far behind other years, residual fuels continued to be the 
problem product with many refiners because of “low” priced 
contracts made earlier this year and running through the 
heating season. 

Several refiners said these contracts have thrown this 
area’s residual fuel market somewhat “out of kilter” since 
they now are “stuck” on these contracts while wholesale 
prices in other refining districts have gone up and their 
own supply picture is now in comparatively good balance. 
One refiner said his residual position will be that of buyer 
later on in the season. 
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Mid-Continent 


Trading Slow, But Residual Firm 


Open market trading was at virtual standstill in the Mid- 
Continent during the past week, partly because most pur- 
chasers and suppliers were attending the API meeting in 
Chicago. Residual fuel, however, remained firm and many 
refiners raised their quotations. Prices for other refined 
products generally were unchanged. 

Residual prices ranged higher in both Arkansas and 
Kansas. In Arkansas, No. 4 was priced at $2.10, No. 5 
at $1.90 and No. 6 at $1.75. In Kansas, No. 5 ranged from 
$1.825 to $2.125, and No. 6 from $1.375 to $1.75. 

Several Oklahoma refiners also reported higher No. 6 
prices, and at end of week majority were quoting $1.35 for 
northern shipment. One, however, continued to quote 





Crude Oil Prices 


No changes reported in crude oil prices in week 
ended Nov. 14. For complete crude price sched- 
ules, see P. 49-50 of Oct. 28 NPN. 
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Explanations of Price Tables 


price ° 
indicated with an “x” 
elimination of the hi 
with an “x” 
Parenthetical 
panies quoting 
quoted the price 
table on p. 80 all prices . 
other tables, only the lows and highs of the 
of prices are shown; No attempt is made 
ices within the lows and 
ore no attempt is made to indi 
of companies contracted for prices for 
uct. Nearly 200 primary suppliers (refiners and 
tank terminal operators), plus an even larger num- 
ber of other sources (jobbers, compounders, con- 
sumers, distributors, brokers, tank care marketers, 
etc.) are contracted for prices at regular intervals. 











$1.30. For local shipment, one Oklahoma refiner quoted 
$1.85, while most others quoted $1.35. 

A Kansas refiner said he had sold “a few cars” of No. 6 
at $2.00 locally, but added he was asking $1.75 for mate- 
rial offered to other than local buyers. Another Kansas 
refiner said he had been offered “10¢ over the low” for 
No. 6. Resellers in Oklahoma said it was “almost impos- 
sible” for them to find No. 6 “under the market.” 

Burning oils were picking up, as result of somewhat 
colder weather early in week in northern consuming areas, 
but for most part, refiners described both burning oils and 
gasoline as “a little weak.” An Oklahoma refiner said he 
was moving just enough burning oils and gasoline to “stay 
out of trouble.” 

Lubricating oils, according to most reports, remained in 
the doldrums, with little demand either for Mid-Continent 
or South Texas oils. 


Western Penna. 


Waxes and Petrolatums Firmer 


There were increasing reports from Western Penna. 
refiners the past week that both waxes and petrolatums 
were becoming tighter. Status of other products was 
unchanged, with lubricating oils quiet, gasoline steady, 
and distillate fuels slow. 

White crude scale wax was firm at 5¢ per Ib., and most 
sources attributed the firmness to reduced crude runs at 
refineries in the face of continued goods demand for both 
wax and petrolatums. Cuts in crude runs have been neces- 
sitated by the lack of export demand for lubricating oils 
and resultant increase in inventories to a top-heavy level. 

There was no improvement indicated in lubricating oils. 
Except for inter-refinery trading and occasional calls from 


November 18, 1953 + NATIONAL PETROLEUM NEWS 


regular jobber most refiners declared that de- 
mand was “non-existent” for both bright stock and neutral 
oils. 

Summer-like weather held gasoline shipments at high 
level for the season and prices generally were unchanged. 
Some refiners feared, however, that recent reductions 
along the eastern seaboard would spread to the Pennsyl- 
vania field. 


LPG Still Plentiful 


Demand for liquefied petroleum gases for second half of 
November shipment has shown some improvement over first 
15 days, but supplies are still plentiful and prices remain 
easy, according to trade reports the past week. 

Butane continues “very, very weak,” most reports said, 
while isobutane is steady to firm. 

Principal producers continued to quote contract prices of 
4¢ for propane, and from 4¢ to 5¢ for butane-propane mix 
and butane, Group 3, the past week. But several trade 
sources said spot offerings of propane could be found at 
lower prices. Sale of one car was reported at 3.25¢. 


ASPPA Awards Bulk Fuel Contracts 


Washington—Union Oil Co. of California has been 
awarded contract by Armed Services Petroleum Purchas- 
ing Agency for bulk of its first half of 1954 requirements 
of Navy Special fuel oil on the West Coast. Details of 
this and other recent awards made by ASPPA follow: 


Bid invitation No. 54-28—Navy Special fuel oil, 4,500,- 
000 bbls., West Coast: Union Oil, all prices maximum; at 
Wilmington—1,000,000 bbls., $2.09 per bbl.; 500,000 bbis., 
$2.10; 500,000 bbls., $2.11; 300,000 bbls., $2.12; at 
Oleum—$2.17 and $2.18 (delivery breakdown not given). 
Tide Water Association Oil Co., 825,000 bbls., $2.18 
maximum. The Texas Co., 750,000 bbls., $2.03 firm. 


Invitation 54-35—180,000 bbls. of regular motor gaso- 
line (74 oct. motor method, 78 oct. research) on U. S. West 
Coast: Union Oil Co., 180,000 bbls., $5.04 bbl. (12¢ gal.) 
at San Francisco, $4.83 bbls. (11.5¢ gal.) at Los Angeles, 
both prices maximum. 


Invitation 54-36—750,000 bbls. of No. 6 fuel, U. S. West 
Coast: Shell Oil Co., 750,000 bbls., $1.63 bbl., Los Angeles, 
$1.68 bbl., San Francisco. ASPPA has not determined how 
much is to be lifted at either point. 


Invitation 54-37—125,000 bbls. of regular motor gaso- 
line (74 oct. motor method, 78 oct. research), U.S. East 
Coast: The Texas Co., 125,000 bbls., $5,8632 bbl. (13.96¢ 
gal.), delivered Norfolk, Va. 





NPN Gasoline Index 


cents per gal. 
Dealer T.W. Tank Car 
16.37 12.44 
12.70 
11.64 


Dealer index is an average of dealer tank wagon prices 
ex tax in 50 cities. 

















in effect November 16 at Refineries and Terminals 
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Prices herewith are reproduced from Platts OILGRAM Daily Oil 
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Night and day, around the clock, the weather 
attacks wood and metal; and each year farmers 
and ranchers count their losses in millions of 
dollars. Efficient, economical Rust-Ban protective 
coatings will defend buildings and equipment 
against this waste. 
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ESSO STANDARD Oil COMPANY, New York, N. Y. 


November 18, 1953 + NATIONAL PETROLEUM NEWS 





PRICES in effect November 16 at Refineries and Terminals—Cont. 


KANSAS (For Kans., Dest'n. only) Lubricating Oils 
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ship at Gulf for 
DIRECT from the Nation's Leading Oil Centers T5QS160 ving O-10 pour tt 
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LPG Prices 
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PRICES in effect November 16 at Refineries and Terminals—Cont. 


Gulf Coast—Cargoes, Domestic & Export, Ali Ports 


my ang ba EEN Fann gree Fon dg od = FD AL Le 
other ners, or tanker term’ operators. The figure parentheses after ench 
price indicates the ae uaues ot of companies quoting price. 

Aviation Gasoline (MIL-F-5572) 


Kerosine & t Fuels 
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Middle East Crude Prices 

(Prices are per bbl. of 42 U. S. gals., exclusive of local port or other governmental charges, sales 
taxes, ete., if any; FOB loading 4 indicated, for gravities shown; 2c per bbl. differential per 
degree of gravity applies for goavitien bale and above those shown) 
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Venezuelan Crude Prices 


Prices are of Creole Petroleum Corp. for sale and/or purchase of cargo-lot quantities FOB 
deepwater terminals at ports named, and are subject to crude availability © and company’s re 
quirements; 2c per bbl. differential per degree of gravity applies for gravities below and above 
those shown, except for Lagunillas. Heavy for which price shown applies rezerdies of gravity. 
Price applicable for each cargo is that in effect at time vessel tenders for loading. For p 
made in fields, prices shown are —_ for such purchases with deductions being made for ter- 
minaling and Ras line services in accordance with published tariffs. Purchases by Creole not 
subject to contracts with Venezuelan government are made at prices established by schedule shows 
below less le per bbl. 
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Aviation Gasoline Prices 
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Tank Wagon Prices 16, 1953, as posted by principal marketing componits at their headquarters’ 
but ‘subject to later correction. 
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not include taxes; kerosine taxes where levied are in ed im footnotes. 1/40c; Tenn. 2/Sc; and Wisc. 3/100c. 
Discounts, if any, are shown in footnotes. These prices in effect Nov. Kerosine inspection fees only:Ala. 1/2c; Iowa 1/50c; Mich. 1/Se 
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PRICES in effect November 16—Tank Wagon—Cont. 
Socony Vacuurh 


; 
ii 
i 


Grade Grade 
Gasoline 80 91 100 
Taxes T.W. T.W. T.W. 


a 
s 


a 
~ 
) 


_ 
erat 
5 WOM OH OMS: Om meme Iwronone 


~ 


AAA’ & 
AAMAARAA 


tt pt 
BESS: SS: 
S8eses 


hae 
DODO ree. ee ~ 
AAWS: m: - 
1 he: Haowaegare: na: 


+ OMe: Mowe: a: 
ero: DROSS 


Lh he 


oh 
/_a-n 
e-so 
-o 


a arnnnoae 

aA A2annwvoao wcoww' 
ee et bet pt et et bt bt te - -- 
_—_-. SRSekhrRRREr: Spe: 
1 He: HM RAOMMOOOwWMe: oF-2- 
et et et et tt tt es 
: SS: Stk & 


tom. DODO DO- te 


ee tt et 
_— 


: ee 
» oer. - 
+ obec 


Cardroom 
RaPacaanoe: RRRAR ROK OOh Ee 





ecoooooooooooocooooosoooooseso 
pat fash feat beh fh pa th a ph ft hh tp 


a hawadene 


am 





Tank Wagon 

Mineral Spirits 

V.M. & : J 

Taxes: N.Y.C. prices y 2 sales I 
rsh ore <= 250 otiy salen tax, Bysocuse, prices, oe % city tax, app’ 


8 1 k all boroughs d Mt. Vernon, tank 
Mobilfuel DieselcAll’ points, tank wegos bee \. 


x Effective Oct. 22. 


Ohio Standard 


Aviation Gas.-Cons. T.W. (Regular Naphtha & Solvents—Cons. T.W. 
Sehio Schio Schio eo S.R. D.C. V.M.&P. 

Sole Naph- Naph- Varno- Sol- 
tha tha lene vent 


iv) 
: 


se | 


21 


21.5 
21.5 
21.5 
21.6 
21.5 
21. 

21.5 
21.5 
21.5 


tote te 


het pt et et 
Bowe 
www wa 





BESSSSSBeees 
oo 
rere 
mon 


woevvoewvvvove 

] 

~ 

on 
SESBESSESSEES 
cooocooocooooco 
EESESEESELEE 
eooooooooooo 
BERBRSBESERRS 
coocoscoooosoooo 
BUBBNNBBERE 
ecooocooooocoo 


lalate 
Swwce 
aIAAN 


: 
: 
| 
4 
4 
| 


? 
a 
3 
: 


contract to hangar operators and resellers, . 
Notes: Kerosine, Nos. 1 and 2 Fuels—Prices are for 100 gals. or more, 50 to 99 gals. add lc per gal., 1-49 gals. add 2c per , 
——- Solvents—T.W. and drum prices are for deliveries of 500 gals. or more. For other deliveries: 150-499 gals. add 2c; less than 150 


own (third grade) gasoline prices are same as X-Tane unless otherwise noted. S.S. prices are at company-operated stations. 


indiana Standard 


Tank listed below b of Indiana 
cul piawte Gaciicammnee — y NPN correspondents who visited Standard of In 
Red 





Jex Furnace Oi]————__—_- 
Gime sine 1-99 gal. 175 300 OM gale A. -4 
Taxes T.W. gals. Aover gals. gals. gals. over & over 
De. eee Shan Oawe 1 Meee aaa 
17.1 16.8 14.8 aves owed aeeé sees 
ee: Se Ce tke bees ken wees, wks 
5m F Ne 246.07 >.00% 18.8% .... 12.8* 
dn. SG EP ov aa ee en i bee o hage ty Cees 
16.0 14.4 18.4 
14.6 
16.0 
17.6 
17.5 
17.0 


F 


Ff 
i 





et et et et ee 
DIN III OE 
Cy er Ts) 











eee 
RARaRaaae: 
Sm rwoorw won 
AAIDAIAIIAH 
ecooooscoonso 


br] 
i 
ee 


- 
SOOSSSS®B*VOSOSCOSCSCSS 
ecoooocooooocosooooooo 


ad dd eet da ad a and 
AARABAAIBHBARBBHABAAAIA 
ONES POAOOH-ADBOAIHe 





- 
” 


Hl 


| laud ellen and 

PAP PO ‘ 

AAAARARAARAAH 

ecoococooooooo 
_ oh al = 

- 


f 


NATIONAL PETROLEUM NEWS * November 18, 1953 








DISPLAYED: are pay 
UNDISPLAYED: “Pa" Sale” "Wanted to 


Opportunities” 





CLASSIFIED 


its set in special type or with border— 


“Help Wanted”, 
classinca- 


tions set in type this size without border—30 cents a word. Minimum 
insertion. 


charge $7.50 per 





Position Wanted 





GREASE CHEMIST 


Permanent position in our reasearch 
and development laboratory. Modern 
air-conditioned working conditions. 
Grease experience preferred but not 
required. Opportunity to work with 
othe: experienced grease chemists. Op- 
portunity for advancement. Must locate 
in Kansas City. Please write furnishing 
professional and educational histo’ 

along with salary requirements to A. J. 


4 
Road, Kansas City, Missouw 











For Sale 


500 GALLON INTERNATIONAL TRUCKS, 
complete with meters, pumps, hose reels. Good 
condition. Ready for immediate operation. 
Price $500.00. Available for inspection at Hoff- 
man Fuel, 156 East Washington Avenue, 
Bridgeport, Conn. Call Tim Begin, Bridgeport 
6-1161 for further information. 


FOR SALE: 1947 FORD 6 truck 
t tank ; 685 


4 compartment Mack trailer, 
cabinets and manifolded. Orwell 
Orwell, Ohio, Phone Orwell 2131. 





An advertisement in NPN's 
Classified Section will bring 
you quick, effective results 
at low cost, 


NATIONAL PETROLEUM NEWS 


1213 W. Third St., Cleveland 13, Ohio 
WRITE TODAY 














TAXES 


Highway User Taxes 
Set Record in 1952 


State highway user tax payments 
reached a record total of more than 
$3,000,000,000 last year. 

But those footing the bill can derive 
some pleasure from the fact that a 
bigger chunk of each tax dollar was 
earmarked for state highway upkeep 
with less going for non-road purposes. 

According to the U. S. Bureau of 
Public Roads, approximately $3,094,- 
050,000 was collected, an 8% in- 
crease from 1951. Motor fuel taxes 
accounted for more than 63% of this 
amount, or $1,958,182,000, with 
motor vehicle registration fees and 
taxes making up the remainder. 

Following is a disposition of these 
tax revenues during the past two 
years (in millions of dollars) : 


% of % of 
1952 Total 1951 Total 


" State highway 


, Work 
Cost of 
Collection 120 113 
Highway police 90 90 
Debt service 154 148 
Local roads and 
streets .. 803 727 
Non-highway 
purposes .. 203 267 9 


$2,893 100 


$1,724 $1,516 


Total $3,094 100 

Fifty-six cents of every tax dollar, 
or $206,000,000, went for state high- 
way upkeep, compared with 53 cents 
in 1951. Funds allocated for non- 
road purposes, on the other hand, 
dropped to approximately $203,000,- 
000 from $267,000,000 in 1951— 


most of the decline accounted for by 
New York and Georgia. 

The Tax Economics Bulletin re- 
marks that New York state, over the 
years, has appropriated nearly a bil- 
lion dollars of highway user tax 
money for non-road purposes. Last 
year, however, it cut diversion to 
approximately $22,500,000 from a 
peak figure of $77,500,000 in 1951. 

Georgia eliminated diversion en- 
tirely last year, following passage of 
a constitutional amendment. 

“Several other states continue to 
use a large share of their highway 
user tax revenues for non-road pur- 
poses,” says the Bulletin. “In fact, 
some states diverted more than $3,- 
000,000 of highway user tax money 
last year and allocated less than 
$2,000,000 for state highway work.” 

“Break-down of the highway user 
tax dollar for other major categories 
remained approximately the same, on 
a percentage basis. However, in dol- 
lar amounts the allocations increased 
substantially particularly for 
local roads and streets.” 
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ABOUT OIL PEOPLE 


NEW OFFICERS of the South Dakota Independent Oil Men's 
Assn. are, left to right: E. Klein Graff, Yankton, secretary; Earl 
G. Pieper, Aberdeen, third vice-president; R. L. Aden, Sioux 


BOARD MEETING of the South Dakota Independent Oil Men’s Assn. at Pierre 
was attended by, left to right: T. A. Bonde, Hot Springs; Chris Kasperson, Huron; 
W. S. Couch, Yankton; and A. C. Schwem, Pierre 


J. A. Cogan has been elected by 
Jersey Standard to head its newly- 
formed co-ordination and petroleum 
economics department in New York. 
C. L. Burrill, who is resigning as vice 
president of Creole Petroleum Corp., 
Jersey Standard affiliate, will head up 
the new general economics depart- 
ment. The two new departments will 
replace the old co-ordination and eco- 
nomics department, effective March 1, 
1954. Jersey Standard says Mr. 
Cogan’s new department will conduct 
world-wide supply and demand sur- 
veys; prepare special studies and eco- 
nomic analyses of petroleum products 
and assemble statistics. The other new 
department will analyze trends in gen- 
eral business and economic conditions 
on a world-wide basis and advise the 
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company and its affiliates on general 
economic matters. 


C. D. Hill, general manager of mar- 
keting for Carter Oil Co., Denver, has 
been appointed chairman of the Rocky 
Mountain District of the Oil Industry 
Information Committee, effective Dec. 
1. He succeeds A. T. Smith, regional 
attorney for Continental Oil Co., as 
head of the program in Colorado, Wyo- 
ming, Montana, Utah and Idaho. Mr. 
Hill left Jersey Standard in 1948 to 
join Carter as division sales manager. 
In 1949 he went to Billings, Mont., 
as division sales manager and returned 
to Denver in 1952 as assistant man- 
ager of marketing. 


Falls, president; Lowell Crabb, Wagner, retiring president; 
Marion Van Wyk, Platte, fifth vice-president; and A. J. Rhian, 
Yankton, second vice-president and treasurer 


Harold G. Man- 
gelsdorf, manager 
of Esso Stand- 
ard’s east coast 
manufacturing 
operations, has 
been appointed 
general manager 
of the manufac- 
turing depart- 
ment. He suc- 
ceeds William 
Naden, director 
and vice president, appointed primary 
contact director for the department. 
Mr. Mangelsdorf joined the company 
in 1934 at the Baton Rouge refinery 
where he became chemical products 
division manager and later general 
superintendent, petroleum products 
division. In 1950 he was made general 
superintendent of the Bayway refinery. 


H. G. Mangelsdorf 


J. Ed. Warren, former Deputy Ad- 
ministrator, Petroleum Administration 
for Defense, has joined the staff of 
the National City Bank of New York 
as petroleum consultant and head of 
the bank’s petroleum department. 


R. Rea Jackson has resigned as as- 
sociate deputy at the Petroleum Ad- 
ministration for Defense to return to 
Socony-Vacuum Oil Co. Paul E. 
Kuhl, assistant deputy at PAD, is 
slated to return to Esso Standard this 
month. Filling in for both PAD jobs 
will be John S. Detweiler, Standard of 
California, now serving as refining di- 
rector. 
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You Sell More Oil With SELOIL Because It Gives You 


THREE TIMES 


MORE OIL 


ON DISPLAY 


Average Stations Display 25 Cans, 
SELOIL Stations Average 74 Cans. 


a 





SELOIL LOWBOY MODEL 56 SELON. DELUXE MODEL 72 


INCREASE MOTOR OIL SALES «© SPEED UP SERVICE 
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That's three times as much Motor Oil on 
display. in SELOIL stations .. . making 
Motor Oil easier to see, easier to sell, easier 
to buy. 


This triple display power of SELOIL 
cabinets was proved by a survey of 500 
stations. The amount of Motor Oil on dis- 
play at each station was observed just as 
your customers see it. All stations were 
similar in physical appearance . . . except 
that one group was equipped with SELOIL 
cabinets. Actual “can-counts” were made, 


RESULTS: Stations with SELOIL cabi- 
nets averaged 74 cans of Motor Oil on 
display. Other stations averaged only 25 
cans. This means that the SELOIL cabi- 
nets increased the value of the Motor 

Oil display by an average of three times. 

A single piece of equipment, the SELOTL 
cabinet, gives your customer a mass display 
of Motor Oil at all times. The Survey 
proved it. 


To get this Silent Salesman for Motor 
Oil with special signs and finished in your 
colors, see your oil company representative 
or write directly to the factory. 


Modern 


METAL PRODUCTS CO. 


P. ©. Box 2489 Greensboro, N. C 


© PROMOTE STATION CLEANLINESS 
85 








ABOUT OIL PEOPLE 


W. L. Gordon, Shell Oil Co. public 
relations representative in St. Louis, 
has been named to succeed Paul W. 
Harvey in San Francisco. Mr. Harvey 
previously was transferred to Los An- 
geles, replacing Carl E. Totten, as- 
signed to New York. 





C. D. Miller has resigned as execu- 
tive vice-president of the British- 
American Oil Producing Co. and vice- 
president of the Toronto Pipe Line 
Co., to become vice-president and gen- 
eral manager of the Harper and Turner 
Oil Co., Dallas. He joined B/A as 
vice-president in charge of production 
in 1942 and has directed B/A’s pro- 
duction and exploration activities in 
the U. S. and Canada. 


C. Wylie Stalter, owner of Coastal 
Oil Co., Savannah, Ga., switched to 
Cities Service products Sept. 1. He 
was formerly a jobber for The Texas 
Co. His Coastal Oil Co. has taken over 
four Cities Service stations, making a 
total of 32 stations it now serves. He 
also plans to build two more modern 
service stations in the near future. 


W. L. Moody 

Ill, president of 

Tex-Penn Oil and 

Gas Corp., San 

Antonio, has been 

elected to the 

board of direc- 

tors, Pennsylvania 

Coal and Coke 

Corp. Through 

the Moody-Texas 

: Oil Corp., he re- 

W. L, Mosdy cently acquired 

jointly with Pennsylvania Coal and 

Coke, 92 producing oil and gas wells 

in Texas, and subsequently became 

president of Tex-Penn. He was an 

organizer of the United Gas Corp., 

Republic Natural Gas, and the Gen- 
eral Crude Oil Co. 


H. A. Metzger, president and gen- 
eral manager of Jersey Standard’s 
Argentine affiliate since 1944, will 
join Creole Petroleum Corp. March 
1, as head of the firm’s New York 
office. He will replace C. L. Burrill, 
vice president and director, who will 
resign to become head of Jersey 
Standard’s economics department. 


John F. Campbell, Chicago, has 
been made Midwest regional super- 
visor of the American Petroleum In- 
stitute’s OIC for the Great Lakes, 
Minnesota-Dakotas, Kentucky-Ohio- 
Tennessee, and Missouri-lowa-Nebras- 
ka district offices. He previously was 
senior district representative, Great 
Lakes district. 


Robert C. Hadden is Tide Water 
Associated’s new assistant manager, 
crude oil and products department, 
western division, with headquarters in 
San Francisco. He will assist in di- 
recting purchases of crude oil and 
products and co-ordination of supply 
of petroleum raw materials into the 
company’s Avon and Watson, Calif., 
refineries. 


Charles F. Scott, for the last three 
years treasurer of Standard-Vacuum 
Petroleum Maatschappij, Indonesian 
producing and refining subsidiary of 
Standard-Vacuum Oil Co., has been 
named as an assistant treasurer of the 
parent company in New York. 





72 tines 
around the world 


CHAMPLIN HI-V-= 








and still... 


| ‘NO ENGINE | 


yi 


"186,795 MILES OF 
TROUBLE-FREE DELIVERIES 


The photo at left is of a huge Bond Bread truck, used daily by the 
General Baking Company, Enid, Oklahoma, for delivery service over 
Northwest Oklahoma, in temperatures ranging from 100 degrees in sum- 
mer to sub-zero in winter. Ordinarily such heavy-duty service calls for 
an engine overhaul at 50,000 miles, but no longer! With Champlin Heavy 
Duty HI-V-I Mil-0-2104 grade motor oil used exclusively as a lubricant, 
and Champlin Presto gasoline as a fuel, this truck has more than trip- 
led this mileage...186,795 miles and still no sign of wear! 


Fleet maintenance costs have been sharply reduced with Champlin 
Heavy-Duty HI-V-1 Mil-O-2104 grade motor oil to prevent engine wear... 
with clean-burning Champlin Presto gas to give engines extra power! 


Write, wire or phone for information on available dealerships! 


A product of 
CHAMPLIN 


REFINING COMPANY 
ENID, OKLAHOMA 


Warehouse stocks of HI-V-1 
motor oil aveileble at: Enid ond Ok- 
a peed Okla.; Superior, Omaha, 
Grand | and Lincoln, pon | 
ow ther g- Kenses; Meson C 
Reck Rapids, lewa; Denver, 
Amarillo, Texes. 
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LOOK WHAT’S NEW ‘&\ Sau 


with old “TRIED AND TRUE” 


Get more fill-up and service business the way 
hundreds of thousands of service station operators 
have for years—with clean, efficient gas de- 
livery by Buckeye Safety-Fill. These nozzles have 
never been a better investment than they are 
today. They’ve been re-designed with today’s prob- 
lems in mind. 


While their appearance is unchanged, the new 
Buckeye 820A Nozzles are lighter for new ease 

in handling. They need no oiling*. They contain per- 
manent packing* and require no adjustment 

of packing gland. Also, to assure precision and 
satisfaction in performance, we’ve set up new 
techniques and critical tolerances in manufactur- 
ing, testing and inspection. 


Listed under re-examination service of Underwrit- 
ers’ Laboratories, Inc. May we send details? 


*These two features can be incorporated into your 
present No. 820 Satety-Fill Nozzles. Contact your local 
Buckeye distributor or write Buckeye direct. 
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820A SAFETY-FILL 
NOZZLE 


BUCKEYE IRON & BRASS WORKS, Dept. N. 
Box 883, Dayton 1, Ohio 


Please send information on the new Buckeye 820A Safety- 
Fill Nozzle [1] New Nozzle ([] Nozzle modification. 


NAME 





ADORESS 





cry 








ABOUT OIL PEOPLE 





TOP MEN of the National Lubricating Grease Institute, elected at the group's 


annual convention in Chicago, Oct. 26-28, are left to right: 
G. A. Olsen, Sunland Refining Corp., Fresno, 


Pure Oil Co., Chicago, vice-president ; 


Hugh L. Hemmingway, 


Calif., president; and Arthur J. Daniel, Battenfeld Grease & Oil Corp., Kansas City, 
Mo., treasurer (see report below on Mr. Olsen's election) 


NLGI DIRECTORS, chosen by the institute at the Chicago convention are, left to 


right: Harold B. Stone, Atlantic Refining Co., 


Bros. Refining Co., Newark, N. J.; 


Philadelphia; George E. Merkle, Fiske 


W. Wayne Albright, Standard Oil of Indiana, 


Chicago; Claude Johnson, Jesco Lubricants Co., Kansas City, Mo., and Wayne Goodale, 


Standard Oil of California 


G. A. (Fred) Olsen, president of 
Sunland Refining Corp., Fresno, Calif., 
has succeeded W. W. Albright, Stand- 
ard Oil of Indiana, as president of 
the National Lubricating Grease In- 
stitute. Co-founder of Sunland 30 
years ago, Mr. Olsen has long been 
active in the NLGI and has been a 
board member for the past three years. 
He is a member of the Society of Au- 
tomotive Engineers, the American So- 


88 


ciety of Lubrication Engineers and the 
Lubrication Committee of the Amer- 
ican Petroleum Institute. 


Bruce B. Farrington, California Re- 
search Corp., Standard Oil of Califor- 
nia subsidiary, has won the National 
Lubricating Grease Institute’s first an- 
nual award for outstanding contribu- 
tion to the lubricating grease industry. 


COMING MEETINGS 


DECEMBER 


Oil Dealers Assn. of Arkansas, Marion Hotei 

Little Rock, Arkansas, Dec. 1-2. 
Interstate Oil] Compact Commission, winte 
= Hotel, Oklahoma City 


Oil Industfy TBA Group, annual nations 
meeting, Chase, Park Plaza, and Forest 
Park Hotels, St. Louis, Dec. 7-8. 


JANUARY—1954 


Kentucky Petroleum Marketers Assn., Brow» 
Hotel, Louisville, Ky., Jan. 6-7. 

Northwest Petroleum fom. =~ Paul Hotel. 
St. Paul, Minn., Jan. 14- 

Kansas Oil Men's ne al annual con 
vention, Lassen Wichita, Kansas. 
Jan. 19-20. 


FEBRUARY 


Missouri Petroleam Assn., Chase Hotel, & 
Louis, Feb. 8-10. 

Western Petroleum Refiners Assn., regiona) 
meeting, Hotel Beaumont, Beaumont, Tex., 
Feb. 11-12. 

American Petroleum Institute, Lubrication 
as ton-Cadillac Hotel, Detroit, 
Feb. 15-1 


lowa Ind dent Jobb Asen., annua) 
convention, Fort Des Moines Hotel, De 
Moines, lowa, Feb. 17-18. 

Wisconsin Petroleum Assn., Hotel Schroeder. 
Miiwaukee, Wis., Feb. 24-26. 





MARCH 


Texas Oil Jobbers Assn., annual convention. 
Baker Hotel, Dallas, Tex., Mar. 8-10. 

Ohio Petroleum Marketers Assn., annual con 
vention and marketing in, Deshier- 
Hilton Hotel, Columbus, . March 16-18 

Western Petroleum Refiners Assn., annual 
meeting, Plaza Hotel, San Antonio, Tex., 
March 29-31. 


APRIL 


American Society of Lubrication Engineers, 
"Netherland-Plaza, Cincinnati, Ohio, April 
5-7. 


National Petroleum Assn., 5ist semi-annual 
meeting, Hotel Cleveland, Cleveland, Ohio, 
April 14-16. 


MAY 
American Petroleum Institute, Saget 
+ apmmmenne Skytop Lodge, Skytop, , May 


ear . 
Chase-Park Pins Be is, May 5-7. 
wo Conference, Fifth 


iladelphia, May 





Institute, Division of Re 

neine. midyear meeting, Rice Hotel, Hous- 
ton, May 10-13. 

Indiana Independent Petroleum Assn., French 
Lick Hotel, French Lick, Ind. May 12-18. 

Assn. of American Battery Manufacturers, 
White Sulphur Springs, W. Va., May 13-15. 

Interstate Oil Compact Commission, spring 

" . lethorpe Hotel, Savan- 
nah, Ga., May 18-16. 

Oil Heat Institute of America, Ben Franklin 
Hotel, Philadelphia, May 17. 

American Petroleum Institute. Division of 
Marketing, midyear meeting, Cosmopolitan 
Hotel, Denver, Colo., May 17-19. 


JUNE 


P Grade Crade Of] Assn., Sist an- 
ny meeting, Hotel William Penn, Pitts- 
burgh, June 3-4. 

SEPTEMBER 

National Petroleum Assn., nn! annual meet- 


Sag, , Motel Traymore, A City, Sept. 
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ROTARY ROLL-ON LIFT 
HANDLES ALL NEW AND OLD CARS 


NO AXLE 
SUPPORTS 


New car designs NO 
will never make SPOTTING 
this lift obsolete 





TOP 
SEAL 


(OPTIONAL) 


(Er 








| PRIMARY 
SEAL 


Air currents cause a pulsating action above the 
primary seal which can draw vapor out of 
the area where the seal shoe contacts the shell. 

Wiggins Floating Roofs have a Secondary 
Seal, a synthetic rubber coated fabric sealing 
ring riding against the tank shell above the 
primary seal. This patented Wiggins feature 
reduces wind action so effectively that it has 
been known to eliminate 50% of the evapor- 
ation losses suffered by tanks having only a 
single seal. 


secondary seal 
to cut 
wind losses 


Se 


OTHER VITAL WIGGINS CONSERVATION 
AND SAFETY FEATURES 


Strength 

© Special Wiggins design gives optimum strength with eco- 
nomical use of steel—better than normal safety factor. 

Drainage 

® Complete, clean drainage assures protection —- 
peeling of paint, rusting and dangerous accumulation 
of water. 

Capacity 

© You get top-to-bottom use of tank capacity. 

Pontoons 

© Divided into gas-tight compartments for safety. 


¢ Deep and roomy, uncluttered with framework—for easy 
inspection, maintenance and repair. 


Only Wiggins floating roofs meet every important design specification 


s G LENER t oy 


GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South LaSalle Street + Chicago 90, Illinois 





